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Here’s how it works: 


or a larger service... for $89.75 (price includes 


1 Your customer buys a 52-piece service for 8... 


handsome $18.00 chest in mahogany or sandalwood 


finish) 


...in one of these five treasured patterns: Leilani, 
Heritage, Springtime, Reflection, Flair 


...and receives as a gift her choice of one of these 
four tremendous surprises. 


SURPRISE NO. 1 

Chip ’n Dip Set—in Wm 
Rogers & Son Silverplate 
Spring Flower pattern. Re- 
tails for $12.50. 


SURPRISE NO. 3 


Matching Hostess Set —three 
extra serving pieces in 1847 
Rogers Bros. pattern of 
customer’s choice. Retails for 
$13.50. 


SURPRISE NO. 2 

24-piece Service for 6—in a 
modern design of Silco Stain- 
less. Retails for $11.75. 


SURPRISE NO. 4 


Gallery Tray —in Wm Rogers 
& Son Silverplate Spring 
Flower pattern. Retails for 
$13.50 


Take full advantage of this great new moneymaker. Get 
your ad mats and your point-of-sale material without 
delay. Call your Approved Wholesale Distributor. 


1847 ROGERS BROS. 


AMERICA’S FINEST SILVERPLATE. MADE ONLY BY THE INTERNATIONAL 


SILVER CO. MERIDEN, 


CONNECTICUT, 


THE SItItvER CiTY 





Diamond 
is a major 
purchase, treated 
with great respect by 
both a jeweler and his custo- 
mer. Very often, a major sale hinges 
on the selection that the jeweler offers, or 


the stones he 1s able to obtain quickly to show his 


customer. William Levine Co. makes available to 
America’s jewelers large and small, a COMPLETE DIAMOND 
SERVICE to fill each and every request. Using this extraordinary 
service, a jeweler has at his command a LOOSE DIAMOND 
INVENTORY worth millions of dollars. He also has 
the special advantage of buying from a regis- 
tered importer and cutter at prices 
that give him larger profit 
margins. For further 
information, 
write Dept. 
K-16. 
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What time is it? Just glance at your 

wrist and get an answer. The watch you 

are wearing may be stem-wound, self- 

winding, electric or electronic, and tell 

the date and moon phase as well as the 

minute and hour. But one thing for sure 

—it's held in place by a watch band. 

And style-conscious consumers recognize 

the band as a vital part of their attire. 

The modern consumer demands a vari- 

a eta iit ety of designs to choose from. This 

ager means concerted efforts by competing 
WATCH: manufacturers and big business for the 
retail jeweler. See the new line-up of 

BANDS = watchband styles for Fall and Christmas 
selling starting on page 86 of this 


,. te ene Hn month's JC-K. 
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ACTUAL SIZE 
i” X 6%” X 13” 




















1. Sliding plastic panel 2. Glass panel prevents 
conceals back-up stock. pilferage. Easy access. Counter top. Window display. Under counter. 


This versatile new Zippo display 
gets amazing sales results 


Kine ROE ROMBTRERI ee. OP ND ts renga oemme ese ae ee 
he Aaa Ce eee 3 
LE 4 Gi OS™ RRS RD DS PREC Se aR re. 


D j & P LAY ( Individually packaged...with gift boxes ) 


This beautiful solid walnut Zippo 5 No. 200 Regular Brush Finish Chrome @ $3.50 
display looks distinctive any- | No. 250 Regular Polish Chrome 
an a ee. 1 No. 350 Regular High Polish Engine Turned 
More important, it is one oO , : c 
P etek 2 No. 1610 Slim-Lighter High Polish Chrome @ $4.75 
the hardest working merchan- . . 
ae | | ” ba a ae a a 
dising displays ever designed. It | No. 1615 Slim-Lighter High Polish Ribbon 
makes sale after sale, yet it takes | No. 1620 Slim-Lighter High Polish Crisscross........... 
up a minimum of room. | No. 1625 Slim-Lighter High Polish Diagonal 
See the sizable profit you — 4. Zippo ZD-3330 Display 
make on this display deal alone, 


vO : rire > ~C > 
then place your order today. Your Selling Price per Assortment 


Your Cost per Assortment 


YOUR PROFIT 
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in every field 
one star outshines the rest— 


That Stn i Meltah ! 





ai widespread trade and consumer 


acceptance is constantly maintained by 


A 


uxurious 
gift packaging 
is traditional 
with Deltah 


strict adherence to highest quality standards 
.by consistent national advertising that 
convinces the public no finer pearls are made 
by man. 
It pays the Jeweler to concentrate on Deltah 
—the one line made, merchandised, packaged 
and advertised for him! 


for Bigger, More Profitable Pearl Sales this Fall and Christmas- 
| Feature Deltah’s 


Ss (otneny | @relile -ction 


12 Simulated poi Necklaces (including 3 necklace earrifig ensembles) 















Retail for $159.00 including 2 free bonus necklaces— a complete variety 
of 1-2-3 strand and 4 strand bib necklaces in rich gift cases— 
‘ many made with steel or wood shells, covered with velvet and leatherette 
’ g 


) 


) ‘and satin lined—all colorful eye catchers! 
for plus profits- 


's ea - Queen Group 
Deltah's \Jea -_fucen Jfuup 
eo} Mo)\4-1 4-1 are ge)’, 20 mole inde ig -le ll el-t- 0a l— 

3 exquisite, iridescent necklaces. Retail for $124.00. 
(including FREE velvet display tray and individual boxes) 


a low-cost investment in cultured pearls you'll sell quickly— 


and re-order! 
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-DELTAH 1S NATIONALLY ADVERTISED IN LEADING MAGAZINES q) 
GLA Di sevenlog OMA aes 







PEARLS 





j Ss taaaniar MM 
| PLZ, 


-DELTAH IS PRESENTED ON 3 POPULAR TV SHOWS PEARLS BY DELTAH, INC, 
ON BOTH CBS AND NBC COAST-TO-COAST NETWORKS ne ee, 


L diamontlt 
oh [ne CLudliy 


DESERWY E 


Karlan & Bleicher. inc. 


Creators, Designers and 
Manufacturers of Perfect Ring Findings 


136 WEST 52ND ST., NEW YORK 19, N. Y. 


OFFICES IN PHILADELPHIA, CHICAGO AND LOS ANGELES 
STONE RING DIV.: FALCON STONE RING MANUFACTURING CO. 


Phone: JUdson 6-6700 


KxB> 
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4\BRIKANT BROTITE RS txc. 
"The House of White Diamonds 
1200 AVENUE OF THE AMERICAS 
NEW YORK 36, N.Y. 


DIAMONDS ON MEMORANDUM 
TO RATED JEWELERS 
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RING? 


ON SELLING YOUR STORE OR STOCK? 
~ 


Don’t forget these intangibles ... 
they add up to DOLLARS AND SENSE! 


SPEED 


Your store is never worth more than the 
day you begin figuring on selling it. Delay 
means depreciation. SPEED means Dollars 
and Sense. 


CAPACITY 


Speed depends on CAPACITY! A firm's 
capacity to buy your store and pay cash 
at the moment you want to sell it, no mat- 
ter when, where, or what its size. 


EKXPERIENCE 


Capacity includes EXPERIENCE. Knowing 
the most profitable way of handling your 
particular store after buying it... thus abil- 
ity to pay you maximum in the first place: 


REPUTATION 


REPUTATION is the most intangible of all, 
but you know what value you place on 
yours. Don’t compromise it! 


CONSULT . . Gk 4, Feb 
Jewelers 


it figures 
OLDEST AND LARGEST CASH BUYERS OF JEWELRY STORES AND STOCKS IN THE UNITED STATES 


38 Bromfield Street, Boston, Massachusetts. Telephone HAncock 6-3233 


WRITE FOR THE BOOKLET: “DOLLARS AND SENSE FACTS ABOUT SELLING A JEWELRY STORE OR STOCK” 
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Who can resist the guile of this fiery new ladies’ watchband series,” Bolero by Kreisler’’. 
4 Y Y 


/ts smart sweep lures like a Valentino glance. It's as feminine as a Spanish comb. 


It’s Kreisler...the fashion that senoritas (and generous senors) succumb to! Bolero by 


Kreisler in yellow or white, gold-filled. Jacques Kreisler is [ 
Manufacturing Corporation, North Bergen, New Jersey. y é MUS Cj 
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POUCHES 
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The drawstring pouch becomes an 
elegant carry-all for these luxury 
lighters. For her: black satin with 
pink lining and tassels. For him: 
black with Roman gold. For you: 
both lighter and pouch in a gift dis- 
play box. Kreisler makes many new 
table. pocket and purse lighters 


in porcelain, myrtlewood and satiny 
metals —for a scintillating Fall 
season. Bulane and regular fuel. 
Jacques Kreisler Manufacturing Cor- 
poration, North Bergen, New Jersey. 





i Kreisler 
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ted, November 13; The New Yorker, November 18. 
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This beautiful Lady Hamilton is Allure “‘L’’, $350, 


A Hamilton set in diamonds... isan exceptionally good sales producer because it 
bears the name that assures your customer of protection for his investment. For you, the entire Hamilton 


i full-profit investment, as you'll see when you... trade them up to Hamilton. 


line IS ¢ 


: ‘ . 47 “A NZ7/L 7 CO/V/ HAMILTON WATCH COMPANY, LANCASTER, PENNA. 


Head of the Hamilton Family of Profitable Products 
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JEWELERS 


INTRODUCING 
A NEW CONCEPT IN DIAMOND RING DESIGN 


Paris inspired, this exciting new concept by Goldstein-Gerson gracefully interprets the 
“ASYMMETRIC FASHION LOOK””. It will be shown for the first time at the R.J.A. Show. 
These exquisite creations...dramatically different... breathtakingly beautiful—will stimulate 


lively new interest in your line...magic in your sales! We cordially invite you to see this 
exclusive, new styling ‘‘first’’. 


We know you'll agree Pas ance Goidstein-Gerson co., inc. 


that it’s MAGNIFIQUE! The House of Fishiails VIO WEST 46th STREET, NEW YORK, N. Y. 
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NOW 
high quality 


FIRE SONG 


Modern design. Rhythm of dancing flames 
add new dimension to carefree beauty of 
stainless steel. 


SYMMETRY 

Plain design, lustre finish. Sleek sophistication 
in carefree stainless steel . . . the modern 
metal for casual elegance. 


Two gorgeous style-setting patterns 


50-pc. service for 8 $49.95 Retail e 26-pc. service for 6 $29.95 Retail 
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eee ON a New line of 


— Stainless steel... 


the greatest name in tableware 


1847 ROGERS BROS. 


A brilliant new stainless line—heavyweight, finely graded, beautifully 
designed—featuring a brand name with a reputation for quality 
and integrity to build a pre-sold market for you in a large volume field. 


HERE’S THE COMPLETE PRESENTATION UNIT 
—OVER $120 VALUE! YOUR COST—ONLY $59.94 


THIS IS WHAT YOU GET: 


% 1 50-pce. service for 8, gift- % 1 solid ash chest—a $12 % 1 valuable “selling tips” % 1 2-pattern counter dis- 
boxed plus 1 50-pc. service retail value Reversible Chest brochure plus 25 four-color play, complete with sample 
for 8, bulk packaged Card included folders for each pattern pieces—a $10 value 


Ask your Approved Wholesale Distributor for complete details on the new 
1847 Rogers Bros. Stainless line and accompanying promotion program. 


#1847 ROGERS BROS. 
Stainless 


MADE ONLY BY THE INTERNATIONAL SILVER CO., MERIDEN, CONN. 





EVERY DUCHESS AUTOMATION 
IS COMPLETELY MANUFACTURED 


WEI GrTrarere 


ii 
Mie 


IN THE & 


yet they cost no more than most imports! 


® 
This is American ingenuity at work! This Duchess AUTOMATION 
that makes possible the manufacture of a truly superior quality 
ADJUSTABLE band .. . superior in finish, styling and performance. 


echoes, MUTOMATION: 


WATCHBANDS 


99 


COMPARE AND JUDGE FOR YOURSELF! 


eTIVNUhAAN AUTOMATION means superior American 
quality (eliminates possibility for costly human 
error)! 


EEGs Every AUTOMATION is manufactured 


with Duchess’ proven Custom-Size adjustability! 


aaci lem Beautiful and creative American styling 
for American tastes! 


AUTOMATION watchbands reflect the most 
brilliant mirror finish in the market! 


Duchess AUTOMATION expansion 
links are manufactured completely of stainless 
steel including the rivets and springs, making 
them completely waterproof (ideal for skin- 
divers)! 


Tee All AUTOMATION watchbands are made, 
stocked, distributed and serviced in the United 
States. No waiting for new shipments — no run- 
ning out of styles! 


Ae Ele Duchess backs up these fabulous 


bands with their exciting line of ladies’ and men’s 
Custom-Size . . . covering every style and price 
range. Duchess — your one dependable source 
for every watchband need. 


SOLD THROUGH YOUR WHOLESALER. 


Be sure to see the Duchess AUTOMATION Write today for the name 
of your nearest Duchess wholesaler. 


uUchesds JEWELRY MFG. CORP. 


300 Observer Highway Hoboken, New Jersey 
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Opalite 


floating 
Opals 


NEW TOP 


Beautifully designed and delicately 
worked. Lovely finish with gleaming high- 
lights . . . styled to blend perfectly with 
the bulb. 


NEW BOX 


Created especially to house the new 
Opalite. Covered in our exclusive metal- 
lic brocade of silver, gold and blue... 
banded with a gold tone metal rim. . . 
nested in its own shining gold box. 


NEW PROFITS 


Because of their superior qualityand dis- 
tinctive beauty, Opalite Floating Opals 
let you concentrate on one quality line 
. . . bring you greater-than-ever sales 
. . . produce MORE PROFIT PER SALE. 


* - 
Opatlite, 1hic. 1311 LOMBARD STREET ¢ PHILADELPHIA 47, PA. 


14 KARAT; GOLD FILLED AND STERLING SILVER e AVAILABLE IN PENDANTS, EARRINGS AND PINS 























Jow treats 


dy 


TEMPTING 
LOVELY 
ECONOMICAL 


It’s delightfully easy to create a beau- 
tiful gift package with Tie-Tie pre-formed 
bows! 

e Quick as a wink application because 
each bow has a pressure-sensitive stick- 
on tab. 

e Perfect bow uniformity assured for 
every package. 


e kasy inventory and cost control 


minimum expense in time and labor. 


Your choice of : 


Perky Jewel Bows 


In 14 colors and 3 sizes 


) 





“Inh., OF .-In 


Billow,y Pompoms—lIn 14 
colors and 3 sizes of pull. 


out hanks. 3. 4. or 5-in 


Tailored Sunburst Bows 

Newest Tie- Tie 
inspiration available in 
|? colors and ) SIZES 


of pre-formed hanks 


World's Largest Supplier 
of Quality Gift Wrappings 


Mid. in Canada by Ribbon Fabrics, Ine 


Riviere des Prairies. Quebec 
| 


CHICAGO PRINTED STRING CO.., Dept. D 
2300 Logan Bivd., Chicago 47, Ill. 


At no cost or obligation, please send additional 
information and prices on: 


[) Jewel Bows [] Pompom Bows 
[] Sunburst Bows [} Have your representa- 
tive visit me. 


Name 


Address 











MAN 
FROM 
TRIFARI 


He’s a man of business who 
is also a man of taste. He's a 
man of taste who is also a 
man of fashion. Fashion is 
his bread and butter, and 
champagne and caviar, too. 
There is literally nothing 
about fashion jewelry that he 
doesn’t know. He knows that 
Trifari’s unchallenged lead- 
ership in the field of guality 
costume jewelry can help you 
enjoy enormous volume and 
turnover, day after day, sea- 
son after season. 

His knowledge and experi- 
ence are yours for the asking. 
He is a jewelry merchandis- 


ing specialist, too. He can 
help you set up and control 
your basic stocks. (Trifari 


makes it that much easier 
with pre-ticketing.) What's 


more, he knows what sells; 
and he doesn’t oversell. 


He understands advertising 
and promotion. He knows 
the vital pre-selling job 
Trifari’s dramatic, full-color 
advertising in Life, Vogue, 
Harper's Bazaar, Glamour, 
Mademoiselle and The New 
York Times Magazine can do 
for you. He’ll work for you, 
win sales for you. Remem- 
ber, you can always rely on 
the ea from Trifari! 


bards by 


fi AIFARI 








TEMPEST .. TEMPTRESS 





CROTON WATCH CO., 404 PARK AVE. SO., NEW YORK 16, N.Y. 
WEST COAST: 448 S. HILL ST., SUITE 317, LOS ANGELES, CAL, 
Please send the following: _— . 
QUANTITY DESCRIPTION KEYSTONE RESALE * 
“TEMPEST” FOR MEN 
“ __All Stainless Steel with Strap__._____——S 39.90 $39.95 
Z __ All Stainless Steel with Bracelet = _._ $41.90 $49.95 
__ $41.90 $49.95 


—_Yellow Top—S/S Back with Strap = 
° . 2 : , m s P , P : _Yellow Top—S/S Back with Bracelet______ $43.90 $59.95 
brings you self-winding watches that are self-selling 
- “TEMPTRESS” FOR WOMEN 
___All Stainless Steel with Strap__.___._——O 4.90 $39.95 


too—all-stainless-stee] CaSes, 17J == Bf $39.90 and ____AIlll Stainless Steel with Bracelet__£_ £..£.™. $43.96 $49.95 

: Yellow Top—S/S Back with Strap__________ $43.90 $49.95 

$4 ] 90 Keystone! Suggested retail: $39.95. Each — Yellow Top—S/S Back with Bracelet______ $45.90 $59.95 

° If you are a regular customer, or a new customer rated Ist or 2nd, we 

watch 1S hand-lapped top and bottom ‘oan . waterproof will hin eeen oooh peer 30 pai : Ghee, he eck W ihe onder. 
NAME — ee ee 


(providing case, crown, and crystal are intact)... “insmal 


STORE NAME 





with shock-control...easy-to-read dials... and un- pee ars ei 
breakable crystals. Available in trade-up versions too! = cmy____ en 
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She wants the most precious diamonds she can afford, the finest, most 


fashionable watch she can get—a “double investment. 


You sell her all 


39 


that with a Croton. You want watches you can honestly recommend, 


top-value diamonds, plenty of profit 





for her...but what’s in it for you”? 


per sale. You get that too. Because you get traditional Croton 
dependability in the watch...the diamonds...and the styling. And 
Croton makes it a policy to offer each diamond watch at the very 
lowest possible price. Check the order blank and see for yourself! 


diamond watches by CROTON 


©1961 Croton Watch Co. 


MICHELE TREASURE 


MARSHA 





IT’S A CROTON IT HAS INCABLOC 





IT COSTS YOU JUST 


WHO ELSE BUT CROTON GIVES YOU SUCH QUALITY— 
WATERPROOF; WITH 17 JEWELS—TO SELL AT *19.95? 


ROTON 


CROTON WATCH CO., 404 PARK AVENUE SO., NEW YORK 16, N.Y. 
WEST COAST: 448 SO. HILL ST., STE. 317, LOS ANGELES, CALIF. 


Please send the following Croton Watch: 


Quantity Description Your Cost Resale 





CRUISER: chrome-plated top, s/s back, Incabloc 
shock absorber, waterproof*, 17J, with strap $9.95 $19.95 


Name 





(plea 5 ¢ print) 


Store Name _ 











a 








a aa Oe 








if you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order. 


“providing case unopened, crystal and crown intact. ©1961 Croton Watch Co 


To meet demand, these watches will be flown from Switzerland by KLM Royal Dutch Airlines 


—-—------- 5 











ANTARCTIC (REG.) ANTARCTICA 





CROT 


brings you watches with so many selling extras: dra- 
matic “Antarctic” sales story—industry’s first and 


best-earned 3-year guarantee —plus all these quality 
features, at no extra cost to you: self-winding... 
waterproof (providing case, crown, crystal intact)... 
all-stainless ...17J ...sweep-second hand... shock- 
control... unbreakable balance staff and mainspring. 





ELSE BU. 





CROTON WATCH CO., 404 PARK AVE. SO., NEW YORK 16, N.Y. 
WEST COAST: 448 S. HILL ST., SUITE 317, LOS ANGELES, CAL, 


Please send the following: suco’p 
QUANTITY DESCRIPTION KEYSTONE RESALE 


ANTARCTIC (REG.): water- 
proof*, self-winding, all s/s 
case, 17J, unbreakable balance 
staff and mainspring, shock-re- with strap $55.90 $69.50 
sistant, sweep-second hand... with bracelet 59.90 79.50 


ANTARCTICA: waterproof*, 
self-winding, all s/s case, 17J, 
unbreakable balance staff and 
mainspring, shock-resistant, with strap $59.90 $69.50 
sweep-second hand.._._..———S with bracelet 62.90 79,50 


If you are a regular customer, or a new customer rated Ist or 2nd, we 
will ship open account, net 30 days. Otherwise, send check with order, 


Ne ee Ce Ce ee Ee 
(please print) 
STORE NAME er 


ADDRESS 


* providing case, crown, crystal intact 


Fastest TURNOVER of any watch band line 
ee ea nd 





Koehn & Koehn, Jewelers, Menomonee Falls, Wisc. 


Offering complete selling assortments 
for customer selection. Entire line SERVICED ONLY BY 
fits into “counter-thrifty” sales-stockkeeping prapdilialestplberiatniceiaataba 
: : ; WHOLESALERS 
display. Simplified Order-matic 
plan assures quick order handling 
by wholesaler. 


OF ATTLEBORO 


BELL AVANCE, 
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NEW REVOLVING 
MERCHANDISER SHOWS 
24 BOXED WRITING GIFTS 


e 6 Units in front, 6 units in back of each panel! Each 
panel revolves to show and sell. Boxes are “‘clamped”’ 
on to discourage pilferage. 


e Comes with %4-dozen each of Sheaffer’s best sellers: 
$1.95 ballpoints, $2.95 cartridge pens, $3.95 ballpoint 
and pencil sets and $4.95 cartridge pen and pencil sets. 
Complete writing instrument department! 


e Buy now for Christmas selling! Permanent merchan- 
diser is quality built, easy to keep filled. 
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RETAIL SELLING PRICE DEAL MERCHANDISE $82.80 
PERMANENT MERCHANDISER 

YOUR COST 

YOUR PROFIT 


Order Profit Pack 1000. For more information, contact your Sheaffer 
wholesaler or call Mike Keith at the W. A. Sheaffer Pen Co., Fort 
Madison, Iowa. 


©1961, W. A. SHEAFFER PEN CO., FORT SHEAFFER PENS « MAICO HEARING AIDS 


ORT MADISON, IOWA « 
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with meeker S moving-est handbag line ever! 


GLOBE TROTTER (6125): Brown steerhide. 13 x 91/,. Six compart- 
ments, two with zip closures. Cigaret pocket under flap. Retail $35° 


MADAME EXECUTIVE (6181): Brown or Black steerhide. 14x71. 
Six pockets including large utility pocket under flap. Retail $27 


THE MEEKER COMPANY, Joplin, Missouri 


-EPT! MPER 1941 


MEEKER handbags mean action all the way. 
They’re fast checkouts that sell on sight... 
activate your sales...spur your volume...swell 

your profits ... build rapid repeat business! 


Vv 


Y, >, 
od 


Busy women on-the-go prefer MEEKER classic 


4" 
\9 


/ 


a . 
casual handbags for town, travel, suburbia. 


Fine, genuine leathers insure permanent good 


4 
— 


_— 
\ looks. Deluxe fittings feature roomy compart- 


* 
‘ 
j 


\ ments, adjustable shoulder straps, leather-lined 


flaps, nylon linings, unusual metal closures. 


Put your money in MEEKER! 
They’re popular gift items ...all-season 
sellers! See the complete lineof MEEKER 
,-. personal leather goods. Write today 


for MEEKER’s free catalog! 


SUBURBAN SET (6122): Brown or Black steerhide. 10!/ x 7. 
Seven inside pockets including one zipper. Retail $25* 
“Plus excise tax 





IF YOU PRIDE YOURSELF ON SELLING 


on’t settle for less 


in radios and tape recorders 


TRANS-WORLD JR.—FM.AM-Short Wave 
radio with power‘! all-transistor performance 
Separate tone ‘:ontrois. 


MODEL 87U— 
World's most popular FM-AM radio...a best 
seller in over 128 countries. Magnificent sound. 


TK-1 DELUXE 


NIKI PORTABLE 
TAPE RECORDER—Fully transistorized, 
completely battery operated. Weighs less 
than 6 Ibs. 


MINI-CONVERTIBLE— 
Pocket-size fully-transistorized radio that 
converts into full-voiced table radio. 


PORTABLE TAPE 

RECORDER—Luxury 

all-transistor model, completely 

battery operated. Record-level indicator. 








MODEL 2147—FM-AM-Short Wave radio beauti- 
fully set off in its lavish Black Forest walnut 
cabinet. Superb! 


Probably no other business depends so much on_ the confidence of customers as 
yours. Confidence in your professional judgment that guides selection of a precious 
stone—confidence that value received matches price paid. Or, the confidence shown 
in choosing a brand of watch that you proudly display, one that your customers 
know and trust. 


Why, then, blunt your customers’ confidence by failing to offer them the same 
unspoken guarantee of quality in radios and tape recorders’? 


Let the record of public acceptance speak for itself—Grundig-Majestic outsells 
all other European import brands combined in the U.S.A.—has for years. Customers 
in 128 lands—among them millions of Americans—have come to know and trust 
the distinctive difference of Old World craftsmanship, the difference that inspires 
confidence in a Grundig-Majestic purchase. They looked, they heard—and didn’t 
settle for less. 


GRUNDIG 


And neither will you when you get the full story on the “Jeweler’s Ensemble” shown 
here by simply mailing the enclosed post card—you can bet your favorite eyepiece 
that it’s competitively priced for prestige selling! 





QUALITY MERCHANDISE... 


than Grunpic wie Quality 


(your customers won't) 


TRANS-WORLD 

AMBASSADOR—FM-AM.- 

Short Wave pius Marine Band! Fully transistorized. 
Separate tone controls. 


e ee . 
‘ + Siete Howse, 
Wriers the Preshtent 
Gore ere Vowtead s 


un 


MODEL 2140—FM-AM-Short Wave radio enclosed 
inhandsome Black Forest walnut cabinet. Console- 
quality sound. 


Backed by the biggest continuous national advertising 
program of any imported brand! only Grundig-Majestic supports your pro- 


motional efforts with such a heavy volume of national magazine advertising, month 
ROADMASTER— after month, year after year. People everywhere know and trust every product in the 


A sensational new portable/car AM-FM-SW- ; ; 


kit and power pack. Easily removed for use as 
battery-operated portable. 


MAJESTIC INTERNATIONAL SALES 
division of THE WILCOX-GAY CORPORATION 
743 N. LaSalle St., Chicago 10, Illinois 


Please send me complete details about your ‘‘Jeweler’s Ensemble,’’ with 
prices, at no obligation. 


Name_ : ss _Position____ 
Company 


Address 


City ‘3 me: . __Zone____ State 





CLINCH SALES...INCREASE PROFITS WITH 
THESE EXTRA ADVANTAGES AT NO EXTRA COST! 


¢ GENUINE HAND CARVING « ORIGINAL, ADVANCE DESIGNS 
¢ EXPERT CRAFTSMANSHIP *« UNSURPASSED QUALITY * POPULAR PRICES 















































Three fine diamonds in 
attractive white gold 
raised setting embellish 


Six fine diamonds in 
white gold raised set- 
tings enrich the beauti- 
sUL bY er-lalemer-1aU-1¢ Mm mele 188 
tine finish concave cen- 
ter. Tapered. Bright 
beveled edges. In 14K 
white or yellow gold. 

Keystone $145 per set. 


the magnificent hand 
carved Florentine finish 
Tapered. Bright stepped 
edges. In 14K white or 











yellow gold 
Keystone $184 per set. 

























































































Charming elongated HELTER » 38 OLE TS-Tlommn-) adi lelommm ore) ealelis 
marquise motif daringly AG . SEN : mented with~- luxurious 
accented with alternat- GRR nr re PN : Dia-matte finish on 
ing bold bright and ele- i Bil? — TA » wy | raised center. Striking 
gantly hand carved Flor- Re Fi | \ gins edges with sparkling 
entine finishes. In 14K fi SK | Hl he =) * concave facets add dra 
white or yellow gold. Me's Us US oN) wie , | matic contrast. In 14K 
Men's 8mm. Ladies LORS a ; Ps white or yellow gold. 

10mm. ft} — | Keystone $51 per set. 

Keystone $64 per set. 6 : 
















































































skillfully hand carved by our own expert craftsmen and artistically advance-styled to appeal to the man and 
woman with discriminating taste. our new, exciting line of Bare dals will again be your biggest selling 


profit-packed matched wedding ring sets 


Available at amazingly modest prices and ina large selection of exclusive designs from classic simplicity to 
modern adornment. In your choice of ultra-smart hand carved Swedish and Florentine finishes proven by 
far the most enduring and finest obtainable anywhere 


The Barel signature * appears in the shank of every ring to assure 1 of a genuine hand Carved original 


9 


Controlled distribution ... sold by the manufacturer directly to the retailer e Free mats upon request 
Traffic-stopping display unit also available e DEPENDABLE 24-HOUR SERVICE ON ALL SPECIAL ORDERS 


BRIDAL RING CO., INC., 88-06 Van Wyck Expressway, Jamaica 18, L. |., N. Y. 
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NW os BRIDAL RING CO.., INC. creators of 


Barel Bridals Matched Wedding Ring Sets 
PRESENTS A RADICALLY DIFFERENT, ORIGINAL LINE 


e POPULARLY PRICED;FOR INSTANT SALES 
e ARTISTICALLY DESIGNED FOR INSTANT APPEAL 
e FEATURING MAGNIFICENT HAND CARVED FINISHES 


As part of their expansion program, Bridal Ring Co., Inc. has created 
Valem imi anegeseleleri arom com aal-inae-[e(-t- Mal-\) me lt-1 el aren ahi-m ilal-me) mein ee-braslelel-ia8 
rings destined to delight the connoisseur. In keeping with the 
renowned Barel tradition, all are completely original in concept and 
reflect the ultimate in elegance. 




















































































































































































































































































































| Cy ’ ity ; j > + ) 
Talsmeneir-lealelales. A floral spray with eight A large, brilliant center Ten fine diamonds 
- di ) ] < ) ] < menee 2 5) ) ~ i , } 
a superb quality, fine diamonds ele amMmond and a contoured settings 
rantly emerges from a plement of six fine strikingly flank the cen 


ily cultured, lus ; 
( : ) - 4¢ ‘ , 
Nnannel set diamonds ter ‘Linde’ Star Sap 


trous pearl enhance the racefully curved rib : eer 
; smartly offse le Over Hy “tive ¢ ry 

bright polish, carved olelame=s Genent-yhG-0) mmar-nare smartly offset the ove phire. Attractive Sati 
; ; Pes Ere PR all. handsome Satin . int Si racecbun 

with graceful fluting carved with Florentine : and bright finishes add 


; fin 
inish nish ole] lemmerolabag- 5) 


Diamonds, highly cultured pearls, precious gems and ‘Linde’ Stars ‘ 
beautifully adorn the ladies’ rings. The men's are handsomely 

designed with diamonds, genuine black star sapphires and ‘Linde’ 

Stars. Their exquisite Swedish and Florentine finishes, meticulously ‘ 
hand carved by our own expert craftsmen, are the most enduring 
Vale mm dlal-t-) ane) e)¢-) late] e)icm-lahayaal-1ace ; 


And to give you fast sales and repeat’bhusiness, thié outstanding col 
lection is available in a wide range of popular prices and a large vari- 
ety of exclusive styles skillfully crafted in 14K white or yellow gold. 


‘OFeTabadeliiziemels-tea)elehalelamm mum 1ellem oh ae dal- Maal lalehe-lonaela-) amelld-1e0 ghee dom Gallas) &- 0h lst, 
BRIDAL RING CO., INC. 


88-06 Van-Wyck Expressway, Jamaica 18, L. I., N. Y 
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WHY TIE A WATCHBAND 


IN A KNOT 


To prove without a doubt that Twist-O-Flex by Speidel is the most flexible, 
durable, comfortable watchband in the world! 


Because of this simple demonstration, and the name Speidel, several 
million people have entered jewelry stores and bought Twist-O-Flex. 


Yet, the market has barely been scratched. That’s why Speidel is launch- 
ing its greatest television promotion ever this season! 








THREE GREAT TV SHOWS EVERY WEEK! 


Sea oe 6 lt lt kl te Se ee eee . . ABC-TV 8:30-9:30 P.M. Eastern Standard Time 
Wednesday: “NAKED CITY” ....... . « ABC-TV 10:00-11:00 P.M. Eastern Standard Time 
Friday: “TARGET: THE CORRUPTORS” ...... . . .« ABC-TV 10:00-11:00 P.M. Eastern Standard Time 


ASK YOUR SPEIDEL DISTRIBUTOR’S SALESMAN ABOUT THE $100,000 SPEIDEL RETAILERS’ INCENTIVE CONTEST! PRIZES 
INCLUDE 11 1962 FORD GALAXIES, 65 EMBA MINK STOLES, 65 AMERICAN TOURISTER LUGGAGE SETS, AND 65 SALTON HOTABLES! 





Corporation 
70 Ship Street, Providence, Rhode Island 
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Whether or not you entered our “What's 
in a name?” contest, you can still be a 
winner even though the contest is over. 
How? Simply by taking another look at 
. . entering an order for . . . and dis- 
playing your rings in. . . the three 
Dennison plastic ring cases shown here. 
The four $25 prize winners of our con- 
test are listed elsewhere on this page. 
Congratulations to them all! 


Remember, there’s no easier, surer way 
to add sales-compelling value to any 
ring than by displaying and packaging 
it in a Dennison ring case. . . plastic, 
paper or metal form. New catalog pages 
. . . just off the press. Write for your 
copies today. 


Dennison 


Helping you compete more effectively 


MARLBORO, MASSACHUSETTS 
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8950TX: 


High, wide and handsome .. . this case 
presents one or two rings against a lux- 
urious background of velvet — a sure 
selling attraction! And, a wonderful dis- 
play case with wire easel in the base 
and sloping ring pad to put the perfect 
slant on any ring. This modern case 
comes in white, blue, gray or peach 
with gold-leaf. 


8850TX: 


Clean, breadth-giving lines make this 
case rich in sales appeal. Converging 
angles of the unusual design direct the 
eyes to the beautiful gems inside. A 
slanted ring pad and wire easel aid in 
display. Comes in white, peach, gray or 
biue plastic. 


6450X: 

A case with classic charm .. . the 
sleek-lined design of contemporary art- 
ists. Gold-leaf decorations add a quality 
look that compels your customers to 
buy! Smart and simple .. . it comes in 
white, blue, peach, black and yellow. 


SALUTE THE WINNERS! 
MORRIS HERSH, 
Gerson Your Jeweler, Sharon, Pa. 


IRVING SCHULMAN, 
Garden Jewelers, Inc., Woodside, L. |., N. Y. 


W. C. SMITH, | 
Maxwell & Smith Jewelers, Irvington, N. J. 


J. R. WATERS, 
J. R. Waters’ Jewelry, Greer, S. C. 





CLOCKS'?.. WOW! 


The BRIARCLIFF— $14.95. 


The SHELTON—$9.98. 


DRAMATIC DECORATORS 





»* ° * ~~ 
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The LIMELITE—beauty by day ... Beacoa by night, $8.98. 


a 


7 NEW SESSIONS FASHION 


. . .What smart and timely profit makers 


Look ’em over—NINE BIG HITS of the summer trade shows, all sure-fire hits for your clock section. 
Take The LIMELITE. Soft, unique dial luminescence silhouettes objects in the dark. At $8.98, it'll sell 
on sight! ... Take The DUXBURY. Elegant replica of English bracket clock. Unheard of value at $29.95! 
..-lake The DOZE-MOR. Nifty number to wake to, doze to, wake to, etc. Priced for action at $6.98! .. .Take 
SESSIONS whole line. Model for model, price by price, SESSIONS keeps the jump on all others. This fall, 


SELL BIG & PROFIT BIG WITH SESSIONS. ®trademark of Sylvania Electrical Products Co. 
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PROGHAM2..POW! 


SESSIONS Announces 
Great National Ad Campaign... 














We'll reach MILLIONS OF READERS 
of the nation’s top magazines— 
SATURDAY EVENING POST « LIFE 
* LOOK - SUNSET. Here’s what 
they’ll see IN FULL COLOR—these 
impressive, high-impact ads. Start- 
ing in home-redecorating time this 
fall . . . continuing into the big 
Christmas shopping rush... they’ll 
see and respond to SESSIONS | —-—~...... —._—__——, | |™ = 

FASHIONS — YEARS AHEAD IN | Ss=seoss= S=5=pe|}) | -—---—- 


oes “< Oe oo. ee ¥ 

ELECTRIC TIME = (| | SEES SSS ap 
’ SESSIONS 49>) | Semmacemenacunens | Sumaneainedaaiea aaa, ie 

’ j om 


C088 O88 CLC * L@mPam CORES HNL e COmBECT CUT 
































~~ = PLUS Dynamic 


New Image 


And what a smart, modern product image to 

help you sell SESSIONS Clocks! Our new trade- 

mark radiates quality, progressive styling, 

product leadership. It provides shoppers with 

assurance that SESSIONS FASHIONS are truly 

YEARS AHEAD IN ELECTRIC TIME. Be sure 

: you’re stocked up and riding the bandwagon! 

Ses SIOonS For clocks, point-of-sale aids, or information, 

[ | write to THE SESSIONS CLOCK COMPANY, 
Forestville, Connecticut. 


SESSIONS 
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_— FOR you, dazzling LINDE 
synthetic star sapphires with 
all the beauty and appeal of 
nature’s own stones plus the 
perfect symmetry that only 
science can bring to these 
wanted gems. 

— FOR YOU, beautifully-crafted 
14K white gold settings by 
Church to capture the 
heartstrings of milady and the 
pursestrings of the men 

who wish her the best. 





2986 W/30 


LINDE Synthetic 
Star Sapphire with 
2 diamonds. 


LINDE Synthetic 
ey Star Sapphire with 
, © square cut diamonds. 


3188 WwW 


LINDE Synthetic 
Star Sapphire. 


The above rings are also available 
set with LINDE Synthetic star rubies. 


CHURCH & COMPANY 


Manufacturing Jewelers 
2 Garden Street, Newark 5, N. J. 


\ MEMBER 


} 
we Ti 4c 
15 a ej | \ 


Trade mark registered AMERICAN 
in US. & Caneda GEM SOCIETY 


They’re New... 


% 


Sunbeam men’s electric shaver features a 
built-in light to illuminate the area to be 
shaved. Recommended retail price, $22.75. 
From Sunbeam Corp., 5600 West Roosevelt 
Rd., Chicago. 


Leather watch fob designed by “Jewelite” 
comes in assorted shades of calfskin with 
white or yellow emblem. From J. L. Popowich 
& Son, 802 Sansom St., Philadelphia, Pa. 


A recent “Scripto Sculpto-Engraving” is the 
“Tower of Babel.” The 9% by 14%-inch alu- 
minum engraving “combines early Biblical his- 
tory with today’s electronic and space age.” 
From Charles Namiot Studio, 48 W. 48th St., 
New York. 
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designed and created by Ldak Sot: 


New, magnificently styled cover watches and 
rings in precious gold with an amazing 

feature that allows you to tell time in the dark. 
A cleverly concealed electronic light in 

the cover illuminates the face of the watch 
when cover is flipped open. 


[ale &- Sh ¢-]¢-) ale) a am ¢-|¢-) aie) o MAY di dale |t-|aalelalel-m-|ale Ml ela—e1(e]0|-m-)40]a|-)- Ml ad gloi_lo Bh dge)salt.- 2 So OM cole. 0 OF 
For the name of the store nearest you featuring “Cocktail Hour” write: 


david Y. iaie th Inc. 37 WEST 47 ST.,. NEW YORK 36, 
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TENNIS _.. ANYONE? | They're New. 


The phrase is now 


TENNIS EVERYONE 
and it means 

EXTRA SALES, EXTRA PROFITS 

WHEN YOU SHOW, SUGGEST, 





No. 1101 
10%” tall 


— Walnut 4 ; S f | l 


- . - 4 
} 7 : ae 4 
q J ~~. a 
i + al 
‘eile 3 a ERG, Per 
. me “ 
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Quality 





List Price 
$12.70 


Seth Thomas has added “Facet” to its table 
All figures are electro-plated and lec- | | top line. It features a “see-through” case, 
quered for beautiful lasting finish. Cups | polished brass bezel and raised numerals with 
are hand spun, plated in sunburst finish | | luminous hands and hour dots. $10.95 retail. 
. you'll be proud to sell them... 
winners will be proud to receive them. 
Call us for Trophies and Awards for All 
Sports, All Events, All Occasions. 





Also Available 


Custom Designed Miniature Replicas of 
your customers’ trademarks, products, 
buildings. 


WRITE FOR FREE ILLUSTRATED CATALOG 





ae 


RACELETS RING 
ETS RINGS NEC 
ECKLACES CHA 


CLIPS BROOCHES EAR CLIPS B 
BROOCHES EAR CLIPS BRACEL 
EAR CLIPS BRACELETS RINGS N 
BR AC \CE =S CHARMS CLIPS 
Ri ING AS CLIPS BROOCHES | 
NE ‘CK rs ” BROOCHES EAR C | Cameo pendant comes set in 10K or 14K 
FAR CLIPS BRACEL | gold frame in various styles. The “girl in the 
| BRACELETS RING | pony tail” is claimed to be the most popular. 
IN 14 KT. 4 CELETS RINGS NEC Also available in ring or brooch. From Bar- 
AND 18 KT. GOLD GS NECKLACES CHA | raso & Blasi, 31 Governor St., Newark, N. J. 
~ AND PRECIOUS GEM . rc CuARMS CLIPS _ 
> JEWELRY FOR MORE j= ripe BROOCHES 
NECK THAN 50 YEARS. — sc BROOCHES EAR C 
CHAI Inquiries Invited EAR CLIPS BRACEL 
CLIPS BROOCHES EAR CLIPS BRACELETS RING 
BROOCHES EAR CLIPS BRACEMETS RINGS NEC 
EAR CLIPS BRACEL} TS RINGS NECKLACES CHA 
BRACEVETS RINGSINECKLACHB ICHARMS CLIPS 
RINGS NEQGKLACE® (i ope | RROOCHES 
NECKHACHE CHARMS Cis BAGGCHBS EAR C 
CHARS CLIFF YY 2 fa. if: im APE BRACEL 
CLIPS RROOGHY | APY BEAZELETS RING 
BROOCHSS | x | Hy FESS RIUZS NEC 
EAR CLIP 3 RING NECKLACES CHA 
BRAC PLETIARWNG ~KLACES CHARMS CLIPS 


RING® NBC ; GEO. SCHULER & CO., INC. HES 
NEC® 520 Bedford Road. RG 


CHAN IS } Pleasantville, N. Y. CEL 
CLIPS BROOC . ING Jewel box has six drawers, is fully lined. 


BROOCHES E EC Two bottom drawers are deeper to hold large 
EAR CLIPS BR te Mb se _ HA jewelry pieces, with removable partition to 
BRACELETS R IPS provide for multi-strand beads and necklaces. 
RINGS NECKLACES CHARMS CLIPS BROOCHES Gift boxed, $2.95 retail. From William Price, 
NECKLACES CHARMS CLIPS BROOCHES EAR ¢€ 376 Great Neck Rd., Great Neck, N. Y. 
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American 


| Style Leaders in 
High Fashion Quality 
Jewelry Chains 











f° BR ‘ } i Fe 
™ a -: 


. es. wai 2 "su ae fs os “< fi , 


NECK CHAIN ASSORTMENT 
Shown '2 Size 


"Co ee $F OP Oe Oe OP eee 





Abs in CrliCan 
Ponce as oe 


JEWELRY CHAIN CO. 


560 ATWELLS AVE. PROVIDENCE, RHODE ISLAND 


WEST COAST EAST COAST 
HENRY OHLHAUSEN PHILLIP NAFTALY & SONS LYALL S. MARKS 


MIDWEST 


420 Market St 303 5th Ave 


29 E. Madison 
N.Y. C. 16, N.Y 


Chicago, III Son Francisco, Calif 
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HIGH QUALITY + LOW COST | They’re New 


STOCK 


BOXES 


Constructed of quality 
jewelers board, 

a “luxury” package in 
light blue empyrean velvet 
bordered by attractive 
embossed paper with Du Mont Emerson’s “Telectro” tape re- 
gold foil base and corder, model “MR 511,” a transistorized, bat- 
white satin pad. tery-operated portable, weighs less than 7 
pounds. It operates from batteries, 12-volt 
Other sizes and shapes auto cigarette lighter socket, or 117-volt powe) 

available for sets, source with adapter. $129.95, retail. 


earrings and lockets. 


This and all other 
MASON STOCK BOXES 
ARE AVAILABLE FOR 
IMMEDIATE DELIVERY 


Send for our current catalog 
OP Gm, Le) 
B-7 ee tage 
_— i" ~=—<C<M MASON BOX COMPANY 


Bracelet . 523 MOUNT HOPE STREET 
ATTLEBORO FALLS, MASS. 


Reg. No. 505.517 
The scientifically manufactured stone that caused 
dozens of imitators, is once again available in 
limited supply. 


Cuckoo clock merges an “old fashioned con- 
cept” with “contemporary design.” The wal- 
BE SURE—insist on seeing as wrapper imprinted nut case has a roof and base of brass, brass 
with the chove green diamond and our U. S. Pat. pendulum and brass-bound black weights. Ap- 
OF. Reg. ++595,517. All others are imitators and proximately $50 retail. Made by the Howard 
should be reported os ahs his Miller Clock Co., distributed by Richards 

Morgenthau, 225 Fifth Ave., New York. 


, £20 
WALDERITE - 580 Fifth Ave., N.Y. 36, N.Y.* JU 6-3185 





e)- mc] -2 (ola 20) a -1 2 Vibe aoe been dhe 
~~ 


Vowdt 


WEDDING RING BLANKS 


Guaranteed Quality 
Largest Selection of Styles 
Low Cost Custom Designs 

All Karats, Colors 


Traditional Styles In Stock ; 
This 5%-ligne watch case, with three ducut 


( / ,, ( diamonds weighing about 110 to the carat, is 
Jo _ e. Lord Co - In. of rolled-gold plate with stainless steel back 
oe and is split-lap polished. $11.50 Keystone. 


ee . - 7 
CE I From Jerome Glass Associates, Inc., 145 W. 
45th St., New York. 


TRIAL VILLAGE CEI 


EST 18 z CENTER 
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Find Us Fast 
In The 


— 
\“ rN — Ny 


y 


ellow Pages 


This emblem wants to work for you 


Whenever people see this famous emblem, 
they’re reminded to ‘find it fast’ in the Yellow 
Pages. And when you associate your business 
... your name... with this emblem, you’re 
reminding prospects to find you in the Yellow 
Pages when they’re ready to buy. So—if you’re 


advertising in the Yellow Pages now, it’s just 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1961 


good sense to display this emblem in your 
other advertising, on your business vehicles, 
at your place of business. And if you aren’t 
advertising in the Yellow Pages yet, it’s high 
time you did. Call the Yellow Pages man at 
your Beli Telephone Business Office for details 
on how you can put this emblem to work. 











the [BIG] watch in your store 
this Fall will be a 


olf-winding —Madle 





o 


full page ads in LIFE and POST 
-pre-sell Mido watches—region by region—all Fall 


Mido Watch Company of America, Inc., 580 Fifth Ave., New York 36 
in Canada: 699 St. Maurice Street, Montreal. 


*As long as case, crown and crystal remain intact. Prices are retail, including Federal Tax 





Ocean Star. for inate... 
Slim silhouette .. . one-piece seamless case... 
recessed crown. Fully waterproof*. Stainless 


steel; 18K gold markers $110. Midoluxe $125. 
14K gold $210. Ocean Star calendar models from $120. 





Darling, porkape 


No smaller self-winding diamond watch 
in all the world 











On purchases of $500.00 or more, we will ac- 
cept notes in 12 equal installments, payable 
monthly — without interest. 


Half round wedding rings, plain or milgrain edge 
in 14 Kt. yellow gold, for ladies and men at 


$1.35 per Dwt. 


Attractive displays available FREE with every 
wedding ring assortment. 


\ Fel dle)ar-1 im a aleliarcscm he) gop 


125 West 45th St. - New York 36, N. Y. - JU 6-4842 











From the desk of the President:— 


i y i a Importers of cultured pearl nechiaces 
@ loose pearis @ 
d fine diamond and peart jewelry 


NEPTUNE CULTURED] PEARL SYNDICATE LIMITED 
604 Fifth Avenue, New York 20, N.Y. @® PL 7-O768 
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They're New... 


Styled in gold color and black, the “Jewel- 
crest” by Bell & Howell is an 8mm electric- 
eye zoom camera designed for distribution 
through credit jewelers. 


New vacuum watch has “specially adapted 
singie-piece case system, tempered glass of 
laboratory crystal and vacuum setting crown.” 
Made in Switzerland by Glycine, and dis- 
tributed by A. C. Becken Co., Box 1, Chicago. 


Silverplated set by the Hollowware division 
of Oneida Silversmiths consists of four des- 
sert dishes 3% inches high, and four plates, 
six inches in diameter. Retail price, $14.95. 
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NEW SALES DYNAMITE! 
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AN INDUSTRY “FIRST”! 


Amity's magnificent 
new Crystal Presen- 
tation packaging... 
mass displayed and 
glowing in a light- 
capped tower. Mo- 
torized pyramid of 
French purses fre- 
volves gayly on solid 
wainut base. Rich 
gold trim. Order 
while supply lasts. 


FREE DISPLAY 
Pius Display, 
10’ Cord, 
Guaranteed Motor 
Retail $237.95 


Your Cost.. 128.00 
Your Profit.. $109.95 


wrbeuns a 


yoeteeapne 
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a iy " % —_ . ae 7 ® 


Poet oo 
é 


Bo 


MR. JEWELER 


First billfold display designed 
with you in mind! Solid walnut 
and gold Mylar. FREE with fast 
moving Amity assortment of 
12 billfolds retailing from $3.95 
to $7.95. 
Retail $68.55 
Your Cost | 34.28 
Your Profit $34.27 


ALL MERCHANDISE PACKAGED 
IN CRYSTAL PRESENTATION PACKAGE 





~ 


AMITY LEATHER PRODUCTS COMPANY « west Beno, wisconsin 
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EN : Die struck butterfly pin in 14K yellow gold 


features six cultured pearls. $45 Keystone 
packaged. From Byard F. Brogan, 801 Walnut 


WHAT you need in diamonds 
St., Philadelphia, Pa. 


WHEN you need it... 
at less-than-competitive prices! 
¢ Tremendous stock of 


full-cuts: from 2 points 
to 4 carat. 


The color, size quantity 
you want when you 
want it. 


Credit terms best suited 
to your needs 


Uniformly high-quality 
diamonds at lowest 
competitive prices. 


Write or call 

for more information — ~ 
AMERICAN ISRAELI DIAMONDS, INC. 
609 Fifth Avenue New York 17, N.Y. 


NEW YORK « TEL AVIV PLaza 2-4422-3-4-5-6 ANTWERP »* MONTREAL 


4 PIECE STERLING. SILVER 
Presentation Case holds se Holy Land and filled with Nazareth soil. Face, 
displays this genuine Sterling hands, heart and globe glow in the dark. Com- 
Silver 4 piece Men’s Jewelry pany claims it cannot be chipped or broken. 
Set. Tie Clasp, Cuff Links and It is 11 inches high; suggested price, $6.95 
your choice of Money Holder retail. From Universal Toy & Novelty Mfg. 
or Belt Buckle in 4 elegant. Co., 201 Wickshire Dr., East Meadow, N. Y. 
Hadley patterns. > a 
An irresistible prestige gift | 


, One and one quarter carat diamond and 
y Retail: $22.50 pearl “spray ring,” mounted in hand wrought 
The HADLEY Watch see lye Age platinum, is priced to sell from $1200 to $2500 
. pace —e | ing ‘ . Fr Sam I. Gewirtz, 
43 WEST 24th STREET @ NEW YORK 10, N.Y. eee re ae See 
125 Canal St., New York. 
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Know your product ...and close more sales! 


TOASTMASTER 
Portable Plus” 





“PORTABLE PLUS" MIXER ONLY 
Model 17A1 = 95° 
Color selection below 


“PORTABLE PLUS" MIXER AND STAND 
with bowl. Model 17A1-A3 : 
(available in white only) $ 29% 


* Detachable 6-ft. cord 





* Convenient mixing 


guide on handle <= ae ; 


* Extra-capacity chrome- b. 
plated beaters | 


* Exclusive "safety- 


ejector lock”’ 
* Dual thumb-tip control 


* Choice of 4 deco- 
rator colors: Yellow, 
Pink, Turquoise or white 


wR. Oe 











Featuring sensational new 
“quiet-power”’ mixing ac- 
tion and super-speed per- 
formance. Available as a 
hand mixer only, or as a 
stand mixer with revolu- 
tionary “foldaway”™ stand. 


* Super-powerful 3- 
speed! motor 


* Mixer weighs only 
2 ibs., 11 oz. 


BASE STORAGE COM- # MIXER AND STAND BOTH 


EASY TO HANDLE. Per- 
fectly belanced for easy 
handling during any mix- 
ing task. Considerably re- 
duces arm fatigve. 


HANDY HEEL REST. Scien- 
tifically designed to let 
batter drip back neatly into 
bow! during mixing inter- 


VERTICAL ARM ON BASE 
LOCKS EASILY INTO POSI- 
TION. To use, simply liftarm 
to full height and chrome 
lever snaps down to lock, 


PARTMENTS. Door opens 
at a finger-touch. Cord fits 
in center section, beaters 
fit side sections. 


HANG ON WALL. Keyhole 


ruptions. 





MiIXOLOGY 
MADE 


TOSMSsTMASTER 





TOASTMASTER ADS 
WILL BE SEEN BY 317,783,610 
PROSPECTS THIS FALL! 


... in Life, Look, Saturday Evening 
Post, Ladies’ Home Journal, Red- 
book, Good Housekeeping, True 
Story, House & Garden, House 
Beautiful, Better Homes & Gardens, 
Living for Young Homemakers, 
Sunset, Ebony, Bride's Magazine 
and Bride & Home. 
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TOASTMASTER MEANS MORE!... 
$O SELL 


TOASTMASTER 


TOASTERS + FRY PANS « COFFEE MAKERS ¢ BLENDERS «+ IRONS 
GRILL AND WAFFLE BAKERS ° ELECTRIC CAN OPENERS ° MIXERS 
HEATERS + HOME BARBER SETS 


TOASTMASTER DIVISION [RANMA 
. iv 
McGRAW-EDISON COMPANY FRIINUI BE 


“TOAST MASTER" is a registered trademark of McGraw-Edison Co., 
Elgin, Ill. and Oakville, Ont. ©1961 








The Watch Band Thats 
edd Wut Vot we F/, 7 


AUTOMATION WATCH BANDS »%& ALL AMERICAN 
LABOR %& SELLING AT AMAZINGLY LOW PRICES! 


hi 
NEW 














COMPLETE LINE OF MEN’S & LADIES’ WATCH BANDS 


GOLD FILLED * STAINLESS STEEL x 


FRENCH JEWELRY CO. INC. 
2032-42 S. JUNIPER ST. PHILA. 48, PA. =O. 8-7600 
SEND FOR SAMPLE! SEND FOR PRICES! 

















New COLLECTION of IMPRESSIONISTS 


EM 


MODIGLIANI 

| MATISSE 
MAILLOL 
RENOIR 
DEGAS 


<4 
Ustir, 


(Proructions 


INCORPORATED 


1615 62nd STREET. BR 


LARGEST SELECTION OF MUSEUM SCULPTURE REPRODUCTIONS 
WRITE FOR CATALOG 


AUSTIN PRODUCTIONS 
Showroom & Factory—1615 62nd Street, Brooklyn 4, N. Y. 


Showroom—Dallas Trade Mart. Room 1515, 2100 Stemmons Freeway, 
Dalias, Texas 
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| They're New... 





Antique flavor in 14K gold is featured in 
this new earring style by Facet Jewelry Co. 
Set is ornamented with cultured pearls and 
Florentine finishing. $36 retail. From your 
wholesaler. 


Two diamond and ruby flowers clasp the 
closure of this 14K textured gold woven- 
harlequin bracelet. Rubies entwine end. About 
$550 retail. From David G. Steven, 31 W. 47th 
St., New York. 


Transistor clock in brass case features han- 
dle top and heraldic dial trim. Clock will op- 
erate one year on a single flashlight battery. 
Size 5% by 3% inches. Retails for $24.95. 
Phinney-Walker Division, Semca Clock Co., 30 
Irving Place, New York. 

ONE, 
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1967 


Wyler 


inca Flex 


% 


ith the One Piece L 
An Exclusive Creation By 


Pat. Pending 


CREATED BY WYLER 
EXCLUSIVELY FOR JEWELERS 
Wyler Watch Corporation, 131 East 23rd Street, New York 10, N. Y. 














She'll soon be 
selecting her 
silver pattern 





BE READY FOR ANY 
REQUEST—AND ANY 
OPPORTUNITY IN 
STERLING SILVER 
FLATWARE— 


No silverware department is complete 
without a copy of “The Sterling Flat- 
ware Pattern Index.” 


Used every day by jewelers across the 
nation, it contains actual-size_ illustra- 
tions of active, inactive and obsolete 
sterling silver flatware patterns made by 
manufacturers in this country. 


Easy-to-use, this valuable reference 
hook has a complete index which lists 
* the manufacturer's name * the pattern 
name * the current status of every pat- 
tern. It is handsomely printed on heavy 
coated stock and is conveniently pre- 
pared in loose-leaf form. Revision sheets 
are made available at reasonable cost 
every few years. 


“The Sterling 
Silver Flatware 


Index” 


¢ With binder $27.50 
¢ Without binder $17.50 


Send your order with remittance to 


READERS SERVICE DEPARTMENT 
THE JEWELERS’ CIRCULAR-KEYSTONE 


Chestnut and 56th Sts. «+ Philadelphia 39, Pa. 








They’re New 


Timex electric watch is designed to permit 
the consumer to replace the battery. Model 
90172 features a chrome-plated bezel, metal 
expansion band and “sweep radiolite” dial. 


“Kin-Lock” diamond set is highlighted by 
“diagonal design,” set with eleven diamonds. 
$65 Keystone. From David Sarkin Inc., 37 W. 
47th St., New York. 


Earring and pin set in 14K yellow gold is 
one of a group of new designs now available. 
Earrings, $32 Keystone; pin, $40 Keystone. 
From Simons Bros Co., 1024 Filbert St., Phila- 
delphia. 
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MERCHANDISING IS DESIGNED FOR THE RETAIL JEWELER 





GEMEX A-6115 
56 fast sellers: 32 Ladies’ Styles, 24 Men’s Styles 


Consumer Values $396.00 F.T.|. 
Keystone $345.30 
Cabinet and trays FREE 


BUY % STOCK 
CHECK THESE FEATURES 


A counter merchandiser and stock control unit in one compact package. 

7 plastic stock trays with pictures, prices, and reorder information for easy stock control. 
2 empty trays for additional GEMEX stock. 

Handy receptacle for reorder postcards. 


Top tray can be removed and replaced with any combination of new GEMEX color coordinated 
presentation trays. 


Occupies only 1014” x 1514” of space. 


THE QUALITY LEADER FOR OVER 40 YEARS 

















S CC — M1 — x< PRECISION METALS, INC. MJ UNION, NEW JERSEY 
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LETTERS... 


Pearls & Pearls 


To the Editors: 

Page 39 of your July issue contains 
the interesting story of “620 pearls 
found in one oyster.”’ It is not uncom- 

a | mon to find natural pearls in cultured 
ee J | pearl oysters. These, however, are very 
small, as the cultured pearl oysters are 


Join the cheering section | not permitted to grow as long as natural 


Good sports everywhere — players and fans alike — cheer | pear! oysters. < 

for Fisher's personalized sports charms. They're always When large quantities of pearls are 
timely, always wanted .. . and the national appeal of | found, similar to the 620 reported in 
Fisher’s complete, all-sports selection means steady turn- , 

over and continuing profits for you. Beautifully crafted in your story, they usually grow in clusters 
sterling, gold-filled, or 14-K goid . . . individually packaged like grapes. When genuine pearls are 
in attractive, foam-lined plastic box . . . supplied with | . as is 

raised enameled letters, in choice of colors. So join the . ) | found in cultured pear! oysters, “nature 
cheering section . . . and run up your profit score by has taken her course.’’ 


featuring personalized sports charms by Fisher. Ke st | JACK J. FEISENFELD 
Sold through selected wholesalers only | | New York Feleo Cultured Pearls 


J. M. FISHER COMPANY « ATTLEBORO, MASS. 


° Manufactured in An Open Letter 
Charms by Yeshen  wicrsi sl + Tama 


Since my retirement from Hammel, 
Riglander & Co., which you noted in 
vour July issue, [ have received so many 
letters from the trade that I find it im- 
possible to answer them. These letters 
have come from all over the country and 
abroad and it is a wonderful feeling to 
know that people can be so nice. 

I am going to ask a favor of you. 
Would you have the kindness to men- 
tion, in a future issue, that while I had 
intended to answer these letters, it 
would be too much of a task. And that, 
through your medium, I am thanking 
each and every one who sent me good 
wishes. ... 








“DIRECT FROM ANTWERP” 
GEORGE R. SANDS 


New York 
HARRY BANDE S.P.R.L. 
92, Pelican Street Antwerp A | Registered Mail Costs 
ae b cbesmmes “3 =) | To the Editors: . | 
HARRYBAN ANTWERP Thank ates for your July article, : The 
Registered Mail Problem.” There is no 
Clip and air-mail for information justification for those of us who have 
our own commercial insurance being 
ADDRESS: forced to pay a second time by the Post 
CITY: Office for the same coverage. 
YOUR BANK: We should be given a choice whether 


RE MLL TOLL LEE SOLE AS NT we want the Post Office to insure our 
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beautilul and bright... 
the palladium wateh 
with a 
built-in light 


This is Lucien Piccard’s beauti- 
ful new ‘“‘Luminesque’’— world’s 
first palladium electrically illu- 
minated cover watch, Lift the 
cover and you have light. Its 
zecret? A hidden battery, small 
as a sequin, that lights a bulb 
tiny as a flower seed. Makes this 
tunctional new watch no larger 
or thicker than ordinary watches. 
‘The ‘“‘Luminesque”’ is created in 
palladium, newest of white pre- 
cious metals, With graceful 
palladium band... from a col- 
lection beginning at $225 FTI, 


*Patent pending. All Luminesque 
» » copyri 


PALLADIUM 


A precious metal 
of the platinum group 
* 


Platinum Metals Division 


THE INTERNATIONAL NICKEL 


COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 














| 
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World’s first 
Palladium 
electrically 
illuminated 
cover watch 


“LUMINESQUE™ 


ww, DY 


gince 


Dicey, fod 


Your customers will be seeing this and other 
“‘Luminesque” advertisements in Harper’s Bazaar, 
Holiday, Esquire, New Yorker, and Sunday Supple- 
ments in major markets. So order the beautiful and 
functional new “‘Luminesque” watch right away! 
And mail the coupon for FREE reprints of this 
advertisement. Display them and send them to 
your best customers. 

*Patent pending. All Luminesque watches are copyrighted. 


Lucien Piccard Watch Corporation 

050 Fifth Avenue 

New York, N. Y. 

Please send me 100 FREE reprints of the advertise- 


ment featuring the “‘Luminesque” watch in precious 


palladium. 


NAME 





STORE 





ADDRESS 





iy, ZONE STATE 








PALLADIUM 


A precious metal of the platinum group 
& 
Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 Wall Street, New York 5, N. Y. 





HL THe ONEAND-ONLY, PATENTED, 100% AMERICAN-MADE 


= Beattie jee’ Lighter 


A PIPE’S BEST FRIEND...A PIPE 97 SMOKER’S GREATEST ENJOYMENT. 


Any lighter has this upright flame—(for cigars and — 
cigarettes)— but ONLY THE BEATTIE HAS THE JET- 
FLAME for pipes, also. Many other selling-points, too: 

@ Handy for lighting campfires and fireplaces. 

@ Ideal for thawing out frozen car-locks. ia | 

@ Practical for blackening gunsights. 


® Wonderful as a little “torch” for soldering jobs. 


Aim healthy profits right into your cash register with — 


11 BEAUTIFUL MODELS. Retail very profitably from $6.95 (illustrated) to $49.00. 


Constant repeat sales in Beattie Flints and Wicks, too! 
Write for catalog of the complete line: 


Dept. JC-K, BEATTIE JET PRODUCTS, Inc. © 19 EAST 48th STREET, NEW YORK 17, N.Y. 





commun i= 
cating 


WITH THE DEAR DEPARTED 
IS POSSIBLE, SOME PEOPLE 
CLAIM, BY MEANS OF A 
LATE HOUR SEANCE. ITS AP- 
PLICATION TO THE JEWELRY 
BUSINESS, HOWEVER, IS 
QUITE LIMITED. MORE PRAC- 
TICAL METHODS OF COM. 
MUNICATION MUST BE USED 
. . . ESPECIALLY WHEN THE 
RETAIL JEWELER iS SEEKING 
A SOURCE OF SUPPLY FOR 
AN ITEM OF MERCHANDISE 
NEEDED TO SATISFY AN 
EAGER CUSTOMER. THE FAST, 
SURE ROUTE TO CUSTOMER 
SATISFACTION IS VIA THE 
ey JEWELERS’ DIRECTORY 














shipment or that of commercial insur- 
ance. 

The insurance industry should get to- 
gether with the Post Office Department 
in order to obtain a more equitable solu- 


tion to this problem. 
DAVID WIDESS 


Los Angeles I. Widess & Sons 


Young Craftsmen 


To the Editors: 

We have calls for stone setters, jew- 
elry repairmen and hand engravers, as 
well as watch repairmen. As time goes 
on the need for jewelers (diamond 
setters, jewelry repairers and hand en- 
graving experts) will be large. 
There will always be opportunity for 
good mechanics. 

People in the industry should tell 
young men and women what the indus- 
try can do for them in terms of expe- 
rience, growth, a place of business. 
Handicapped young people, especially, 
should realize that our schools can 
teach them a trade through which they 
can earn a living for themselves and 
their families to be. 

TERRELL BOYD 
Paris Junior College 
Paris, Tex. 


Israeli Jewelry 


To the Editors: 

We wish to thank you on behalf of 
Mrs. Ruth Dayan and of Maskit for 
the pleasant surprise we had upon re- 
ceipt of your May issue with the article, 
“Made in Israel,” pertaining to our 
jewelry industry. 

S. N. THISCHBY 
Maskit Ltd. 
Tel-Aviv, Israel 


Two-Year Credit Terms? 


To the Editors: 

Re William Wagner’s article, ““Down 
Payments—Gone with the Wind?” in 
the July issue of JC-K, if the credit 
jeweler is to get his share of the ever- 
increasing demand by the consumer for 
more credit, we must consider “No 
Down Payments.” 

In addition, we must extend terms of 


up to two years on larger unit sales 
(please turn to page 62) 


JEWELERS' CIRCULAR-KEYSTONE, SEPTEMBER 1961 





: : ; : ; 
¢ ti 
I ; mprpepeprrnpererspreper® q “aes wo is a a Sa < oy ' = a. % a > oe 


One of the First things your customer sees in the expansion watchband you offer him 





is the finish. To him, a glowing mirror finish means quality—and he's right. Every 
Baldwin band has that look of quality about it, and the finish shows on every surface 
of the band, not just the top shell. 


Getting this sort of permanent, gleaming dtalhiaua-10 1011 4-1-9 -> 00e- Mor 14mm lemme alelaleid-10 fame) 
manufacturing processes, and Baldwin takes care. Stretch a Baldwin and you will 
see that even the back surfaces of the liners are polished and lustrous. And the 
shells — every individual band is hand polished with specially treated cloths and 
rigidly inspected before shipping. 


Baldwin is the unconditionally guaranteed band you can show your customers with 
confidence. ; 


Ask your wholesaler for the new illustrated catalog 


Baldwin 
BRACELET CORP. + 22 West 48th Street, New York 36, N. 
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il FREE! DIALITE DUNBAR 
6.98 retail value with 


purchase of 18 assorted 
Westclox clocks retailing 
at *4.98 or over. 


ONLY Westclox, world’s 


largest maker of clocks 
and watches, offers these 
1-2-3] profit opportunities 
in addition to a top sell- 
ing line of best-known, 
best-made, best-promoted 
merchandise. It’s the 
NEW LOOK of Westclox 
designed to produce 
BIGGER dollar volume and 
BIGGER profits for you! 














| (2 
































WORLD’S LARGEST MAKER OF WATCHES AND CLOCKS 8 DIVISION 














FREE! TRAVALARM 
retail value *7.98 
with every dozen 

purchased. 


Pull extra dollars from one of the hottest 
clock markets . . . the market for travel 
alarms. Scorching during back-to-school 
time, and at Christmas. Order from your 
wholesaler salesman now! 


+ ey 


FREE! SANTA CLAUS retail value *8.95 when you buy an additional 


12 assorted clocks retailing at *4.98 and over, or six Westclox watches 


Large —15 inches. Jolly, well dressed Santa is made of foam rubber. You can feature him in Christmas display, or as 
a prize in a seasonal traffic-building contest. Sell him outright for extra money. Or, take him home, a toy for the kids, 


BEST 
@ CLOCKS 





OF GENERAL TIME CORPORATION, LA SALLE, ILLINOIS 
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Brighten your profit picture with exciting new MaM Jewelry! 


There’s just one word to describe the new lines M & M offers you—fabulous! A brilliant new line of men’s jewelry, 
including handsome cuff links and tie tacs—a magnificent selection of gold and sterling charms—perfect for holiday 
business—all terrific volume sellers. Here are a few of our hottest, proven salesmakers: To keep that Merry Christmas 
Sales song jingling steadily in your cash register, during the holiday season... send for our catalog today! IBM process- 
ing guarantees quick and accurate delivery. 
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JEWELRY CREATIONS, INC. - 50 ELDRIDGE STREET, NEW YORK 2, N.Y. * WOrth 6-2580 
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NEW AUTOMATIC ZOOM CAMERA—AUTO-THREAD ZOOM 
PROJECTOR OUTFIT with Travel /Tote Case. (Shown above.) 
K-7 Electric Eye Zoom Camera with [1.8 lens, zoom view- 
finder. K-65Z Auto-Thread Zoom Projector with f1.5 lens, 
Tru-flector Lamp. Sylvania Sun Gun — brilliant new 
movie light. Exclusive Projecta-Viewer Attachment* — 
for power viewing. Handsome Travel/Tote Case with 
aluminum frame and lock clasps. Leather Camera Case. 
Movie Scene Record Book. Table Top Screen.* 

CP-657Z NET: $152.90 Suggested list: $269.50** 


DELUXE ZOOM OUTFIT. Same as above, with K-98 Auto- 


Thread Magnascope Projector with reverse, still. 
CP-987 NET: $164.80 Suggested list: $299.50** 


“ULTIMATE” AUTO-ZOOM OUTFIT. Same as above, with 
K-106Z Auto-Thread Zoom Projector with Projecta- 
Viewer. CP-167Z NET: $197.80 Suggested list: $349.50** 
POPULAR-PRICED ZOOM OUTFIT. K-7 Automatic Electric 
Eye f1.8 Zoom Lens Camera and K-62 Magnascope Pro- 


jector. Complete Accessories. 
CP-627 NET: $118.60 Suggested list: $199.95** 


to sell your entire market, top to bottom 
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Movie Outfits! 


NEW LOWEST-PRICE TURRET OUTFIT featuring K-26X 
f1.8 3-lens Turret Camera, K-62 Magnascope Projector. 
Complete Accessories. 

CP-623 NET: $79.90 Suggested list: $139.95** 


NEW ELECTRIC EYE TURRET OUTFIT. K-4C 3-lens, f2.0 
Electric Eye Turret Camera and K-62 Magnascope Pro- 
jector. Complete Accessories. 

CP-624 NET: $93.90 Suggested list: $159.95** 


NEW BUDGET OUTFIT featuring K-20 f1.8 Lens Camera. 
New K-62 Magnascope Projector. Complete Accessories. 
CP-621 NET: $64.90 Suggested list: $99.95** 


FULL YEAR GUARANTEE on all Keystone Cameras and Projectors 
... registered in your customer’s name. 


* Optional Extra 


** Manufacturer’s 
suggested retail price. 


KEYSTONE 


Keystone Camera Co., Inc. Boston « New York * Chicago « Dallas « Denver « Los Angeles « Seattle 
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LETTERS 
(continued from page 56) 


A Thank-You Note 
from Stratton of london such as diamonds, the very lifeline of 


our business. 

Our biggest competitor for the 
credit customer’s dollars is the automo- 
tive industry, which went from terms of 
two years to pay to three. Almost any 
large home appliance can be purchased 
on this basis. It is time the jeweler re- 
vised his thinking in line with our pres- 
ent economy and began to compete for 
those sales which can be his. 

As for the credit card system which 
Mr. Wagner mentioned, it has its 
merits. However, this system also tends 
to defeat the very purpose of extending 

us. nome credit. It only brings us into contact 
exclu” ONDON: INC- with our customer when he wishes to 
tra atom fea? <, make a purchase, possibly several times 
New w Yor F 
St., 9 











vast cisco, CO | a year, since the bill is paid direct to 
_ ae the jeweler by the bank. 
poxes ° eee | In order to create diamond sales, 

rette c° | add-ons, etc., we must see our customers 
on a regular basis. There must be this 
personal contact between the jeweler 
and his customer, and the credit card 
system does not apply to us. 

I have been a subscriber to JC-K for 
15 years and this is the first time I have 
been moved to reply to any article. 

CY KRAMER 
Morris Square Deal Jewelers 


si | Easton, Pa. 


Subscriber Comments 


To the Editors: 
This will acknowledge receipt of the 


7 | 
r i . 
C thd | 1961 Jewelers’ Directory Issue. We are 
| very pleased with this type of service 
FOR EXTRA BUSINESS? WHILE from JC-K. The magazine itself is most 


YOURE SCRA EEG —CAN | helpful to us, and the Directory service 
A | . 2.8 ‘ 

SALES YOU LOST IN THE | is a gratifying reward.... 

PAST YEAR BECAUSE YOU GAINES B. SMITH 
WERE UNABLE TO LOCATE . : , . 
SOURCES OF SUPPLY? THE | Community Jewelers 
POINT IS; THERE'S NO NEED | Batesville, Miss. 
TO LOSE EVEN ONE SALE IF | 

YOU KEEP THE JC-K JEWEL- 
ERS' DIRECTORY ISSUE @ @ This year’s Directory has helped 
HANDY. LEARN HOW TO USE ’ ; 

IT, FAMILIARIZE YOURSELF already, as I’ve written to trophy sup- 
WITH ITS CONTENTS, KEEP information. , 
IT HANDY WHERE ALL SALES | pliers for inf rmation Keep up the 
PERSONNEL CAN REFER TO fine work. I enjoy the monthly publica- 
IT. ITS ONE HECK OF A j . LY i a Ww ‘ 
WORKSAVER AMD <Alke tion ; however, being a watch and clock 
SAVER. repairman, I think more space could 
be devoted to that subject. I would like 
to see a regular article on antique clocks 
and watches, rather than the question 


and answer column. These are not crit- 
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DIAMOND RINGS 
with controlled expansion 
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and COLOR MOVIE FILMS 
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« Nationwide Publicity! * New ; 
iB Displays! * Stuffers! « Traffic Creating : : 
per Ad Mats! AND MORE!! ; 
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ELIMINATES ALL KNUCKLE PROBLEMS! 
GUARANTEES A PERFECT FIT! 














e ‘Always easy to take off and put on! 
Pee i otechbershac mia, slielelcabelematiucttermeye finger! 
e (omfortable always! 
e Interchangeable FEATURE FLEX shanks with 
controlled-expansion enables you to 
‘“custom-fit” anyone right in your own store 
—in less than 2 minutes! 


OPENS THE DOOR TO 


THIS IS THE PROGRAM 
designed to accelerate your 
diamond sales and profits! 
Act today! Contact your 
authorized FEA‘TURE RING 
WHOLESALER for details 


or write: 






EXQUISITE 
NEW STYLES! 





FEATURE RING COMPANY, INC.,130 West 46th Street « New York 36. N.Y. 


WORLD'S LARGEST MANUFACTURER OF QUALITY CRAFTED MOUNTINGS FOR DIAMONDS e FEATURE FLEX RINGS ARE COVERED BY U.S. PATENT NO. 2.806.363 


WATCH For DIAMOND SELLING News! 








Only Racine can deliver 3,000 parts in- 
stantly out of our New York stock. When 
you seli the profitabie Racine line of fine 


" chronographs and timers, you can be 


sure to satisfy all your customers’ serv- 
ice needs. Available from your local 


~ wholesaler. Write for catalog of these 


Racine brands; Galco, Gallet, Guinand, 
Security...world renowned since 1870. 


fe 


& Company, Ine, 
20 W. 47th ST., N.Y.C.- JUdson 2-0768 
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Specializing 
in Custom Awards 
for every event... 


every purpose. 


In addition to a complete 
line of standard awards, 
R. & L. maintains a staff of 


skilled artists who will design 


to your order any special 


awards your customers may 


ask for. 


Write for free 34 page liv- 
ing color Catalog and price 
list showing the complete line 
of R & L Trophies. 


R. & L. MANUFACTURING CO. 


10 N. 26TH STREET, KENILWORTH, NEW JERSEY 
CHestnut 5-8560 














icisms but perhaps selfish requests, 
since this is my prime trade. 
W. P. WALKLING 
Duff’s Engraving Service Co. 
Grandview, Mo. 


@® @ Your Jewelers’ Directory Issue 
will be a great help. You are doing a 
wonderful job. I have always enjoyed 
JEWELERS’ CIRCULAR-KEYSTONE during 


my 35 years in a wonderful business. 
L. E. RASKIN 


Roberts Jewelry Co. 
Tarboro, N.C 


@ @ We have closely examined the Di- 
rectory Issue and find many improve- 
ments in its 576 pages. The format is 
just right and exceedingly well classi- 
fied. We already have located two new 
suppliers. 
JOSEPH [. TOUCHETTE 
Joseph I. Touchette, Inc. 
Bethesda, Md. 


@ @ We just wonder if the people in 
the jewelry industry are grateful for 
the fine task you have accomplished 
in publishing the Jewelers’ Directory 
along with JEWELERS’ CIRCULAR-KEY- 
STONE, 

To think that we receive the Direc- 
tory Issue along with JC-K for a whole 
year for the small sum of $3 represents 
the biggest bargain in the whole jewel- 
ry business. 

P. 0. ONSRUD 
Paul’s Jewelers 
LaCrosse, Wisc. 


@ @ The nicest thing we can say about 
the new Directory is that it is as 
excellent a product as is JEWELERS’ 
CIRCULAR-KEYSTONE, and we can’t say 
more than that. 
R. H. ROLLINGS 
Rollings Jewelry Co. 
Hattiesburg, Miss. 


@ @® The magazine itself is most help- 
ful to use and the Directory service is a 
most gratifying reward. We have, in- 
deed, used your listings several times 
already and look forward to having this 
complete record at our finger tips. 

GAINES B. SMITH 
Batesville, Miss. 
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Now, from Bentley 


(who introduced quality butane lighters at $4.95) 
an automatic windproof 
butane at only $5.95! 


CONVENIENT “DROP-IN” REFILL 
Loads in seconds, lasts for months. 


LIFETIME GUARANTEE 
Written guarantee for life of the lighter. 


WINDPROOF PROTECTION 
Pt fA Ll The only automatic butane windproof 
a ee ee at $5.95. 


Order these red-hot Bentley profit-making 
display promotions from your distributor: 


FREE DISPLAYS — FULL 40% PROFIT! ORDER NOW! 


Bentley Promotion +1608 Bentley Promotion +4737 
automatic windproof full butane line — $4.95 to 
butane — $5.95 $8.95 


Bentley Promotion +2052 
automatic butane — $4.95 


io) oa 
apa fap —* 


11 lighters (3 @ $4.95, 2 
@ $5.95, 2 @ $6.95, 2@ 





6 lighters @ $4.95 retail..$29.70 
6 refills @ 75¢ retail 4.50 


$34.20 


Your cost 
YOUR PROFIT $13.68 





4 lighters @ $5.95 retail..$23.80 
4 refills @ 75¢ retail 3.00 


Your cost 





YOUR PROFIT $10.72 § 


$7.95, 2 @ $8.95) retail....$74.45 
6 refills @ 75¢ retail 4.50 


$78.95 
Your cost 


YOUR PROFIT $31.58 








BENTLEY LIGHTER CORPORATION — 15 WEST 38m STREET, NEW YORK 18, N. Y. 
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AXWATCH BAND 


Three smart displays 
in one 72 band 
assortment. 

One for the counter. 
One for the window. 
One for the 

repair department. 
All three are free! 

A new idea. | 
A new direction. .@) 
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FOR YOUR COUNTER 

A handsome 

walnut cabinet that’s 

raised 3” to provide 

a view under, into 

your showcase. 

Holds 45 additional 

bands in five well 

organized 

presentation trays 
—~ at back. 


FOR YOUR WATCH 
REPAIR DEPARTMENT 
Measures only 3” x 5” 
Holds 3 packaged 
bands on jet black 
base stamped with 
gold leaf. 


FOR YOUR WINDOW 

A multi-colored flashing 
light display that 

draws attention and 

is a perfect night light. 
Measures only 7 2“ high. 


J-B 3 ASSORTMENT 


Includes every new band style introduced in the new fall 
line plus best sellers from J-B’s ‘61 spring line. 
Three displays 

72 bands, Keystone 

Retail Value (T.1.) 


FREE 
$469.40 
$533.05 


MERCHANDISING 


THE J-B 4 
WATCH BAND 
PRESENTATION 
tele) 

A new, compact way 

to show and sell watch 
bands. A handsome 
ela-si-TahiehilelaMelere) aiels 
your counter that’s so 
compact you can keep 
tale Mel ge(o]alp4-te Mi ialg-t- 
dozen selection of 
best-sellers in an 
under-counter drawer. 
Cover is gold embossed 
vinyl. Holds fourtramed 
trays of nine packaged 
bands each. 


J-B 4 
ASSORTMENT 


Gold embossed pres- 
entation FREE 
36 men’s and wom- 
en’s bands. 
Keystone ... .$234.30 
titties: VE Retail (T.I.).. $265.20 


TtPSTRSeSee tell ee 


NEW BAND BOOK, J-B 16 

We designed it for our wholesalers’ salesmen, but retailers 
asked for it. Handsome book opens to display two golden 
framed multi-colored velvet trays. Eight all new yellow gold 
filled styles at the left. The same styles interpreted in stainless 
steel or white gold filled on the right. 














16 NEW STYLES, KEYSTONE ... | seaciesen ae 
RETAIL VALUE OF 16 BANDS (T.I.) ... $144.20 








The one watch band line known round the world as the Jeweler’s Best 


J ACOBY-BENDER, INC. 
because it has proven best for the jeweler. 


Woodside 77, N. Y. 





Rich, deep blues. Glorious, sparkling reds. Pale, 
shimmering whites. And the new, new blacks. 
These are the colors of ‘Linde’ Stars . . . gentle 
colors made all the more beautiful by the pres- 
ence of their radiant Star. More and more manu- 
facturers of fine jewelry are using these ‘Linde’ 
Stars in everything from rings to cuff links 
... by themselves or with other jewels, 
in richest karat gold or rarest plati- 
num. Ask your manufacturing jeweler 
to let you see them. They’ll gleam 
in your store to attract customers 
and sales. 

‘Linde’ / Famed for ‘Linde’ Stars and The 

‘Linde’Synthetic Emeralds ‘rinde is arcgistered trademark of GB 


Stars 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1961 





this SONY television set 








was made for the jewelry trade 





S5 CORI WY Keech nukes the Difference 


Here it is...the world’s first truly compact television set...made to the 
highest quality standards by SONY. And, it’s the best salesman a jeweler ever 
had. Just put it in the window; it takes only 842” x 7” x 9” of space, it is a 
giant traffic-magnet. Tune it in to any local VHF tv station and you'll be able to 
show the crowds that this direct view, super-small, all-transistor set gives a 
sharp, reflection-free picture. It weighs only 13 pounds...the world’s first 
lightweight set that can be easily carried from room-to-room .. . indoors or out- 
doors. 
You can “cash in” on this traffic-stopping, sales-making SONY television set by 
showing the people in your community that you have the world’s first direct- 
view, super-small, all-transistorized portable television set. 
SONY TV MODEL 8-301W operates from regular AC 117 volt outlet; 12 volt stor- 
age battery or boat battery (using cigarette lighter socket); or from self-con- 
tained rechargeable battery that weighs only 4 Ibs. 
SONY 8-301W LIST $249.95 
Battery Pack LIST $ 29.95 


ONY CORPORATION OF AMERICA 
entlemen | am interested in carrying SONY portable television and radio 


SONY CORP. OF AMERICA 
514 Broadway, New York 12, N. Y. 
Regional Offices: 
Central: 4959 W, Belmont Ave., Chicago 41, Ill. 
Western: 627 South Towne Ave., Los Angeles 21, Calif. 


APPRAISE THESE SONY QUALITY TRANSISTORS. THEY'RE BASIC 
INVENTORY FOR ANY JEWELER. . . IN ANY COMMUNITY. 


SONY TFM-121A—FM/AM 12 
Transistor Portable Auto- 
matic Frequency Control 
“locks” station in. Complete 
with batteries, earphone and 
leather case. LIST: $99.95 


SONY TR-620 — 6 Tran- 
sistor, palm sized pow- 
erhouse. New inverted 
cone speaker, Complete 
with battery, earphone 
and leather case. 

LIST: $29.95 


SONY TR-621 — Watch 
Radio. 7 jewel watch 
wakes you to music... 
turns the radio on and 
off automatically! Com- 
plete with battery, ear- 
phone and leather case. 

LIST: $49.95 


514 Broadway, New York 12, N. Y. 


sets in my store. Please rush full details. 


TORE NAME 


TITLE 


ZONE 


STATE 
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QUALITY ALWAYS 


Design that attracts the customer, with Quality 
that can’t be compromised, and always at a 


Profit for the retailer. 


& sold through wholesalers 


exclusively to the trade. 


ALL ITEMS SHOWN ACTUAL SIZE 


eae 


AUTOMATIC 
CHAIN CO 


PROVIDENCE, R. I. 
ee Ae eke eee Goce -@ See 


CHICAGO 
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These great Noreko rotary blade shavers 
sell on sight! Ame 


q ‘Floating-head’ Speedshaver — 


p> 
/ Noceleo 


Adjusts automatically to facial 
contours. 110/220 volts, for world- 
wide use. New Model SC7870 
(AC/DC) $29.95* with case. 


‘Flip-top’ Speedshaver"— > 
Self-sharpening rotary blades. ? 
New Model SC7914 (AC/DC) 
110 volts. $24.95* with case. 


All-New Sportsman — 

In plastic case with mirror 
and quick-recoil cord. 
SC7930 $19.95* (without 
battecies). Special battery 
Sportsman with adaptor 
for beat or car use. 

SC7779 $24.95*. 


= Se ee 


i 


Se 


= ed 


~, 
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Coquette — Pretty, pink 
and perfumed! Gentle- 
action rotary blades. 
SC7787 (AC/DC) 
$17.50* with chic case. 


Lady Norelco — Twin-head 
rotary action gently whisks 
away hair with no irritation. 
Misty pink, with gray and gold. 
SC7788 (AC/DC) $24.95* 

with smart travel case. 


:: a 
SP 4 
$3 
$F 

. ; 

* «5 3 
? 
eS 
{i 
i 
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ee. 
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*Suggested Mfr.’s Retail Price 


Business is Booming for dealers selling 
Noreko. .. America’s No. 1 Shaver Line! 


What Norelco gives your customers... and you! 
Norelco first gave your customers self-sharpening rotary 
blades... next ‘flip-top’ cleaning... then ‘floating-heads’, 
world’s foremost advance in shaving skill and comfort. 
Now comes a complete line of high-styled, built-for- 
shaving-comfort Norelco shavers. Today Norelco is 
America’s No. 1 shaver. No shaver looks like it ... No 
shaver performs like it .. . No shaver SELLS like it. 


A strong selling line . . . To you who sell shavers, 
Norelco offers a complete top-quality, popular-price line 
that sells on sight! What’s more, Norelco’s sales poli- 
cies are clean-cut and well-known; no wheeling, dealing 
nor fancy gimmicks to confuse you. 


. + with strong selling support... Norelco’s month- 
after-month advertising and promotional support for 
Fall ’61 will feature (1) an all-September co-sponsorship 
of the spectacular “Roaring Twenties” over ABC net- 
work, followed in October with a “blitz” of concentrated 
weekend spots, building in intensity right up to Christ- 
mas .. . (2) page ads in Life, Look, Saturday Evening 
Post and others . . . (3) hard-sell ads in over 175 metro- 
politan newspapers and over 800 home-town papers .. . 
(4) co-op advertising, displays, sales aids. 


So now is the time to stock, display and promote Norelco 
for a new business B-O-O-M! 


NORTH AMERICAN PHILIPS COMPANY, INC. 
100 East 42nd Street, New York 17, N. Y. Norelco is known as PhiliShave in Canada and throughout the rest of the free world. 
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SHIP’S WHEEL BAROMETER BERKELEY BAROMETER 
No. 2512, Walnut . . $14.95 No. 2514 . . , $12.00 
No, 2515, Oak 




















PROFITABLE 


As advertised in... 


The Chippendale, finest barometer made, indicates the crafts- 
manship and technical skill that goes into every Taylor in- 
strument. This most beautiful barometer is authentically styled 
and made with a 12” barometer dial, matching humidity in- 
dicator and thermometer. NOTE WHEN ORDERING ANY 
TAYLOR BAROMETER ... Standard models are for altitudes 
from 0 to 3500 feet. Add “HA” to catalog number for altitudes 


CHIPPENDALE BAROMETER 
from 3500 to 7000 feet. 


No. 2477 . . . $275.00 





FREMONT COMBINATION BOWLER’S BAROMETER ASHMONT BAROMETER 
No. 2572. . . . $19.95 No. 2520 . . . . $14.95 No. 2546 . . . $8.95 


No. 2519, Golfer's Barometer 

















Laylor [ns 
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ELMONT BAROMETER AMBASSADOR COMBINATION CONSUL COMBINATION LARCHMONT COMBINATION 
No. 2485 .. . $9.95 No.2574 . . . $15.95 No. 2583, White . . $9.95 No. 2587 . . . $25.00 
No. 2584, Brown 























GIFTS BY TAYLOR issn 


Christmas selling can be a real joy when you have the beautiful Taylor 
Instrument line of fine quality barometers. Superior American work- 
manship on every Taylor barometer assures your customers of years of 
faithful service. Taylor promotion and a good profit for you make 
these barometer sales most worthwhile. Order from your wholesaler, 
or write for catalog. Taylor Instrument Companies, Rochester, 


New York, and Toronto, Ontario. 








STATESMAN BAROMETER FEDERALIST BAROMETER WILSHIRE BAROMETER FAIRFIELD BAROMETER 
No. 2496 . . . $25.00 No. 2499 . . . $65.00 No. 2474 . . . $29.95 No. 2475, Brown . . $8.95 
No. 2476, Beige 




















MEAN ACCORACY FIRST 
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if 
one 
picture 


; _~ the 1474 patterns shown 
‘i in the JC-K STERLING 
FLATWARE PATTERN 
INDEX are worth 1,474,000 
words of practical, 
sales-making value! 


No other book tells as much (all you need to know) as this 
illustrated encylopedia of all sterling flatware patterns. The 
current Sterling Flatware Pattern Index contains 1474 ac- 
tual-size illustrations of active, inactive and obsolete pat- 
terns made by manufacturers in this country. 


Easy-to-use, this exclusive reference book has a complete 
index which lists: nents ipmatwse 
@ the manufacturer's name 
@ the pattern name 
@ the current status of every pattern 
@ the company trademarks 


,=<—<#8 
The current Sterling Flatware Pattern Index is handsomely 
printed on durable, heavy coated stock. It is conveniently 
furnished in loose-leaf form. Revision sheets are made avail- 
able every few years so you can keep the book up-to-date. 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts., Philadelphia 39, Penna. 

Enter our order for a copy of THE STERLING FLAT- 
WARE PATTERN INDEX. 

[]) With Binder $27.50 [} Without Binder $17.50 


[] Revision sheets (only) $7.95 


This book is a “‘must’’ for every—Jewelry store, Antique 
shop, Department store, Collec- 
tor, Mail order house, Flatware 
manufacturer 


Order your copy today! It’s wonderful to see so many Check or Money Order for $ 


people congregate around you when they know you have 
so much information at your fingertips. 


FOR THOSE WHO ARE ALREADY USING THE INDEX THE 


Street 
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Famous KOMFIT and “NEW DESIGN” Watch Bands- 
Asst. 76U007—-$170.10 Keystone Asst. 76T008—$71.60 Keystone 
consists of ‘11 12Kt.G.F. Bands consists of 10 Stainless Steel Bands 


thinner! 


Asst. 76U009—-$78.60 Keystone 
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Slim, Smooth Ladies’ Watch Bracelets— 
Tapered Mesh, Gooseneck, Center Catch, Buckles 
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AMERICANA self-sizing & Snake Chain Bracelets 
for Ladies’ Watches 
Asst. 76F004—$113.60 Keystone consists of 15 asst’d styles—-12Kt.G.F. Y/W 


@ 


PLAYS 


Aristo-flex 


THE WORLOS FINEST STRONGEST MOST COMFORTARE 
MANS E.X-P.4-%-§-1-O-" WATCH BAND 





ARISTO-FLEX Expansion Watch Bands— 


stronger! more flexible! 


consists of 8 Stainless Steel & 4 10Kt.G.F. Bands 
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Asst. 76F005—$119.00 Keystone consists of 15 asst’d styles—12Kt.G.F. Y/W 
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USE YOUR VALUABLE WINDOW SPACE 
TO STIMULATE INTEREST IN THE EXCLUSIVE 
” STYLE AND FINE QUALITY OF FORSTNER WATCH BANDS 


=” Never have you had watch bands presented on such attractive, golden-framed 
displays, each with its selling message on attractive color panel! And here’s 
a feature that saves time—increases selling efficilency—-each watch band lifts 
out of display... 
your customer, right into his hand 
look... the pleasing, smooth thinness of any Forstner watch band, 
impress your customer with its superior quality! Complete your sale— 
band is ready to gift-wrap.(other Forstner jewelry supplied on similar displays) 


~~ ae oa 
i. eee D 


you immediately place the watch band that appeals to 
to see closely! The handsome, lustrous 
will 
‘atch 


Remember-——your customers expect quality jewelry when they come to a 
jewelry store—and Forstner is the name consumers recognize for finest quality. 
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Contact your authorized 
Forstner Distributor 


JEWELRY S NAME FOR QUALITY 


FORSTNER, Inc., Irvington 11, New Jersey 


Showrooms: 
29 East Madison Street, Chicago 2. 
(Canada) Ltd., Sherbrooke, Quebec 


iilinois 


Forstner, 
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\ Vay are some jewelers prouder 
of their rings than others? 








Wouldn't you be proud of 
PRE-SOLD, RECOGNIZED QUALITY 


For over a century J. R. Wood, the makers of Artcarved, has been known for 
excellence in diamonds. Today’s young women know and respect the name. 
Your salespeople sell more effectively because they have confidence in what 
they are saying. 





Wouldn't you be proud of 
FORCEFUL NATIONAL ADVERTISING 


Leading magazines carry Artcarved’s consistent and persuasive advertising to 
brides and brides-to-be. Full-page magazine advertising is backed up with full- 
scale store merchandising. 





Wouldw’é you be proud of 
WRITTEN, GUARANTEED VALUE 


With Artearved, you make a sale you can back up in writing with Artearved’s 
unmatched guarantee, and the Permanent Value Plan—the most remarkable 
proof of value offered anywhere. Plus: world-famous trademark and individual 
registry number to protect the customer. And, the value of the ring you sell is 
clearly tagged with its nationally established retail price. There’s no doubt about 
what you sell—what your customer is buying. 





Wouldn't you be proud of 
BALANCED INVENTORY 


You don’t have to worry about excessive inventory investment. You carry a 
balanced stock. Reserve stock is readily available through Artcarved’s dependable 


mail order service. You order as you require—by catalog if you prefer. 





We know you'll be proud of 
YOUR FRANCHISE Write us today. We'll get you started on 


the Artcarved franchise you'll hold with pride and profit. 





Art carved 


The most coveted ring franchise in America 





J.R. Wood & Sons,iInc. « 216 E 45th Street, New York 
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LONGINES-WITTNAUER 


announces the NEW 


SD LLELIRL-LHRLING 


ELECTRO-CHRON 
pide: 


<8 on glories i-lel. 
page 


greater accuracy = longer running 
better 5 ways 


ACCURACY — extraordinary for a watch at its price, thanks to new dynamically- 
poised balance and spring and remarkable new micrometer regulator. 


THINNER ~— new one-piece case affords advantage of thinner design. Special Aqua- 
seal crystal seals movement against all watch hazards. 


SECOND -SETTING—pulling out the setting crown disconnects battery and 
stops movement; push in and movement starts instantly; can be set to exact second. 


TWO-YEAR BATTERY-— wafer thin and inside the case. 


NO BATTERY DRAIN WHILE IN STOCK —watches stocked with battery 
disconnected; start instantly for demonstration. 


The new Wittnauer Electro-Chron models are being shown by Longines-Wittnauer 
representatives as part of the exciting and new all-inclusive Wittnauer lines for Fall 
and Christmas 1961. Wittnauer—the most vital watch line in the moderate price range. 


FOR ALMOST 100 YEARS, MAKER OF WATCHES OF THE HIGHEST CHARACTER 
LONGINES-WITTNAUER BUILDING, FIFTH AVENUE, NEW YORK 
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LIGHT FOR THE FLICGHTLESS: The 
poor old kiwi takes a lot of kid- 
ding. It’s tough being a bird and 
not being able to fly—people ask you 
the silliest questions. 

But at last a couple of kiwis are 
going to get a break. They are a pair 
of silver kiwis the New Zealand Gov- 
ernment is going to give to Tony and 
Maggy Armstrong-Jones as a wedding 
present. These kiwis are going to 
break the flightless stigma. 

They will be flown to London for 
hallmarking by the Worshipful Com- 
pany of Goldsmiths; flown back to 
New Zealand for final assembly and 
the addition of gold talons; and then 
flown back again to London for 
presentation to the Joneses—which 
is a lot of flight time for “flightless” 


birds! 


a Pp: Jewelers in tourist or 
resort areas face a problem in 


hotel guests—and their 
high gift volume potential. 

Travelers usually have a yen to 
take home something from the place 


they are visiting, but they don’t 


reaching 
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SPEAKING OF THE JEWELRY TRADE 


know your store or where it is lo- 
cated. 
Seven 
dealers in Geneva, Switzerland, have 
been successful in a cooperative ef- 


Omega watch 


franchised 


fort to attract tourists, says The Di- 
amond News. They do it with soap! 

Visitors to a dozen hotels find 
their bathrooms have been supplied 
with tablets of soap with “the com- 
pliments of the seven Omega jewel- 
lers in Geneva.” Enclosed with each 
tablet is a leaflet that locates the 
shops and shows their store fronts. 

Cost is shared by the jewelers, the 
watch distributor and the hotels. 
Some 19,000 tablets are distributed 


yearly. 


+a NEXT DEPARTMENT: 
Latest innovation in the alarm 
clock field—a 
wakens sleepers by vibrating the bed. 


A few months ago another Harpo 
Marx version was marketed which 


silent model which 


uses a blinking light to rouse one 
from the land of nod. Last month, 
this department described a_ clock 


which uses a recording device in- 
stead of an alarm. 

Kind of makes one 
whether some manufacturer may be 


wonder 


missing out on a sure-fire seller; 


why not combine these and other 
features into one economy-size fam- 
ily model? 

Picture this: first, our blinking 
super alarm shakes Mom from slum- 
ber and starts the coffee perking. 

Next it turns the radio on to rouse 
Dad from the pad. About the time 
he finishes shaving, a recorded mes- 
sage from Mom is blasted out, loud 
enough to wake the children. 

Might even include a good, old- 
fashioned bell—with enough jang- 
ling decibels to bring Uncle Charlie 
down from the third floor. 
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Even though more than half of these sales were 

conducted in so called distress areas the results achieved in one 

month of the sale totalled almost one years volume... therefore. if your volume per year 
is $50,000, we would do in one month of sale $50,000... If your volume per year is 
e would do in one month of sale $100,000... If your volume per year is 


$500,000, we would do in one month of sale Pe Lelemeleley 
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WRITE — WIRE — CALL COLLECT 


SILVERMAN SALES ENTERPRISES 


L.: 
580 — 5th AVENUE, NEW YORK 36, N. Y. e Te 
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XILES’ PLIGHT: Cuban refugees 
from Castro, forced to sell heir- 
looms to exist, are taking a beating 
on sales of family jewelry, Miami 
jewelers say. 

Trouble is that Cuban jewelry runs 
to heavy, ornate 18 K gold pieces not 
popular in the U. S. 

The Cubans get better prices on 
their diamonds, according to the jew- 
elers, though the stones tend to be 


less than top quality. 


_ TO THE GARLIC GAR- 

NISHERS: Tiffany’s said, “No.” 
International Silver said, “No.” A 
said, “No,” all 
with a questioning stare. Finally, 
Tri-Pack Plating Co. said, “We'll 


try,” and thus the world’s first silver- 


half-dozen others 


plated salami was born. 
Tri-Pak had _ plated 


from boots to bagels, but the salami 


everything 


offered a challenge. 

Would it be an Italian or a Kosher 
salami? Each would require a dil- 
ferent plating solution. How could 


they eliminate the garlic smell from 








the vats? How could they “de-sala- 
mize” the electrodes? 

The big hurdle was in metalizing 
the fragrant foodstuff before plating. 
After a few failures, success was 
achieved by stuffing the salami with 
plaster. 

Finally the salami, resting in gran- 
deur on a silver saddle, was ready 
for delivery to the man who ordered 
it, Milton E. Stanson, merchandising 
manager of a New York advertising 
agency, who dreamed up the gim- 
mick for a client to use as a prize in 
a sales contest. Seems the client was 
famous for serving a good Kosher 
salami at each sales meeting. 

Who ever said advertising men 
don’t have good taste? 


? sqmenmaevepresh Better consider 
some of those new promotion 
ideas rather carefully. A Paterson. 
N. J., jeweler tried his own version 
of a traffic builder recently—and at- 
tracted a large crowd of blue coated 
visitors. 
During the raid the police found 


WATCH REPAIR 





“Yeah, I’m all wound up today’”’ 
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a number of suspicious slips in the 
jeweler’s possession. A jury later de- 
cided that running a numbers racket 
in a jewelry store wasnt quite 
cricket. 

The jeweler insisted to the last 
that the slips weren’t for bets, but 
were just notations for his jewelry 


business. 


IAMOND-DENT: Customs author- 
ities at the Mexico City airport 
checked the baggage of Michel Anaf- 
Franco when he arrived there in 
June and found most everything in 
order. 
Everything except his toothpaste, 
that is. 
The nationalized Mexican citizen 


was held on charges of contraband 


when a close inspection of his denti- 
frice revealed 100 diamonds inside. 

Sort of caught in a squeeze play, 
you might say. 


| ree THE THOUGHT: Greasy, 

faded, frayed at the edges, 150 
aged watchbands lie crumpled in the 
show window of Cecil’s Jewelry, 
Santa Barbara, Cal. 

They form the backdrop for a 
sign which shrieks accusingly at 
passersby: 

“Is yours like THIS?” 

Elsewhere in the window gleam 
bright new watch bands. 

C. E. Eggleton, owner of the store, 
credits this pointed display of obso- 
lescence with doubling his sales. 


_ WHO NEEDS ’EM? Travel- 
ers on the New York State Thru- 
way are a pretty casual lot. 

On an average of every third day 
one of them leaves a ring in a rest 
room of one of the 29 restaurants 
along the route. 

The age of abundance is truly upon 
us. 





® NO PEOPLE LIKE SHOW PEOPLE? Definitely not, 
says jeweler Marvin Hime, of Beverly Hills, Cal. 

Hime, known locally as “Jeweler for the Stars,” 
numbers hundreds of top names in show business 
among his 18,000 customers. Show people have 
helped him to build up his present millions-dollar- 
a-year business from practically nothing in little 
over a decade. 

“Motion picture and television stars, or ‘pic- 
ture personalities’ as I prefer to call them, do 
not differ greatly from any other intelligent and 
highly cultured persons who might desire to pur- 
chase fine-quality jewelry,” he says. 

“They have no particular peculiarities that 
set them apart from others. But they do know 
and appreciate the finer things of life. Picture 
personalities take pride in their entire wardrobes. 
Usually, it is the extremely fine and expensive 
types of jewelry they like best—something really 
exclusive in design. 

“They don’t go for flashy costume jewelry, 
or the more common types. As for fads, there 
is never such a thing in fine jewelry as a fad, 
although naturally what the stars wear well 
might start fads for others to follow. 

“Of course, it’s different when the stars appear 
in pictures or TV, under studio direction. Then, 


by Everett M. Smith 


“A diamond super-market’’ 


JEWELER ine], @55/= 


calls his multi-million 


dollar business in Beverly Hills 


Jeweler and star: Marvin Hime and Anna Alberghetti > 
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it seems to be felt that the public demands showy 


accessories and extra supplies of glamour. 

‘However, in most instances, the private lives 
of these stars are pretty much a secret,” says 
Hime. “In general, they seek to avoid, as far as 
possible, the photographers, columnists, and re- 
porters who seek the more flamboyant types of 
publicity items to feed their public. ‘Just so much 
garbage,’ is what the truly great stars call this 
type of publicity. 

“In private life, true stars never flaunt their 
iewels or their wardrobes. They wear their clothes 
elegantly, and thus naturally accelerate popular 
fashion trends. But their jewels are genuine and 
in the best of taste. They invariably know which 
gemstones and pieces of jewelry should be, and 
are, required for various occasions. 


Gold by Day, Diamonds by Night 


“For example, picture personalities never wear 
diamond jewelry during the daytime. Instead, 
they wear gold jewelry, occasionally set with 
colored gem stones. 

“For the cocktail hour, a picture personality 
usually will wear pearls or diamond jewelry, 
precious-stone jewelry, and other gems, such as 
coral or turquoise, which have become quite popu- 
lar of late. These are frequently set in platinum 
or yellow gold. 

“But, for formal occasions, the picture person- 
ality invariably wears white jewelry—that is, 


84 


diamonds or pearls mounted in white gold or 
platinum.” 

Hime finds it is easy to sell jewelry to the stars 
because, he says, they know just what they want 
and just how they are going to use it. 

“I’m always glad and willing to loan any of 
my necklaces, rings, bracelets, or earrings to my 
‘star’ customers. I like to see them worn, and 
there’s something too, in other people seeing them 
on the stars.” 

Among Hime’s regular customers are Eddie 
Cantor, Anita Colby, Greer Garson, Bob Hope, 
Loretta Young, Merle Oberon, Zsa Zsa Gabor, 
Barbara Stanwyck, Dana Wynter, Anna Maria 
Alberghetti, Gary Cooper, Kirk Douglas, John 
Wayne, Audrey Hepburn, Doris Day, Rhonda 
Fleming, Tony Curtis, Janet Leigh, Barbara Rush 
and Phyllis Kirk. 

Marvin Hime’s firm—which in 1960 won two 
of the Diamonds-International Awards, highest 
honors in the jewelry field—began on a very mod- 
est scale only 14 years ago. 

Just out of the U. S. Air Force, and seeking 
means to support himself and his wife while he 
continued law studies interrupted by service, 
Hime chose jewelry. 

Seeking customers among friends, he called on 
a lawyer who had become a top executive with a 
large motion picture studio. There, he was in- 
troduced to a number of film people. 

(Please turn to page 127) 
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The stars shine by day at Marvin Hime & 
Co., Beverly Hills. 1. Hime adjusts a 
baguette diamond necklace for actress 
Barbara Rush. Miss Rush wears three 
bracelets totaling 30 carats; earrings of 
marquise, baguette and round diamonds 
—11.5 carats; a fancy dress ring of mar- 
quise and round diamonds, eight carats; 
and an emerald-cut 26-carat diamond 
ring. 2. Actress Dana Wynter looks pieas- 
antly surprised at the effect of this crown 
containing 2,019 diamonds totaling 60 
carats. Other jewelry—brooch, necklace, 
earrings and bracelets—bring Miss Wyn- 
ter’s carat count in this picture up to 199. 
3. Hime helps actress Rhonda Fleming io 
display her gemological wares; note the 
55-carat diamond necklace and triangular 
diamond earrings. 4. Inside the Hime store. 








WATCHBAND Style Show... 


@ LADIES’ AND MEN’S WATCH ATTACHMENTS have 
this in common this fall: They are flatter and 
slimmer, although the men’s tend to be more 
ornate and decorative than the women’s. 
Another similarity is the vast number of karat 
gold attachments of hand-woven mesh, fashioned 
in what is described as a “Melanaise finish,” a 
technique borrowed from the Europeans. 
by Jerry Gewtrtz, JC-K fashion consultant There are new and arresting combinations of 
chain in unconventional textures. Chain is worked 
in multiple tones; abstract designs created by 
combining layers of chain have a fluid and mobile 
quality like the composition of a modern painting. 
Florentine finishes continue to be important, 


From Watchbands, Inc. comes this 
“Clad Mesh" strap with remov- 
able links, expanding catch. 
Yellow or white gold filled, $9. 
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| ' ae Re eae es | Lady's narrow telescope watch- 
it 4 2: “EA Ba As AZ AA AS a band by Crown Wrist Band Co., 
Inc., is available in yellow 
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Rie pte hy Jacoby Bender, Inc., comes 


in yellow or white gold filled, 
features woven mesh and inlays, 
removable expansion links, $9.95, 
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.C)j Woven mesh ladies watchband from 
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new Forstner series comes with 


Pecan | ring or T ends, $7.50 retail. 
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but more for contrast than as an over-all surface. 

Leather bands are thinner and flatter, too as 
well as tapered and stitchless. They are designed 
to conform to the wafer-thin cases of dress-up 
and sport watches. The wide range of colors and 
fabrics for ladies in particular is open-ended. 

There are also more bands for special needs. 
One, for example, is an anti-allergy model for 
people with skin sensitivities. There is a vast as- 
sortment of styles and sizes to fit the preferences 
and needs of young people and children. 

Idents seem destined for a comeback. They are 
already enjoying broader sales. Ladies’ rhinestone 
attachments are another revival. 


Hand-crafted leather ladies 
band by Kalbe is enhanced by 
vold tooling, retails for $3.50. 


Upright ring ends on Flex-Let 
“Illusion” ladies band give the 
impression of one-piece band 

and watch. Available in white or 
yellow gold filled, $10.95. 


... tor Christmas elling 


Even more important than the styles them- 
selves is the need to display new bands in their 
proper perspective. European retailers do this so 
well. A watch in a window in Switzerland has a 
complementary band displayed alongside it. Wa- 
terproofs and their attachments are attractively 
arranged on pebbles, cork or any one of a variety 
of seasonal props. 

To get sales motion in our attachment depart- 
ment, we must follow suit and really move the 
bands out to where they can be seen, in juxtaposi- 
tion with the watch. 

Style notes that will count during the fall and 
holiday selling season are shown on the next page. 
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One of four patterns in the 
new “Bolero” series of bands by 
Kreisler, has Adjust-O-Matic 
expansion links, Dubl-Leck safe- 
ty chain, retails for $14.95. 
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Gemex Corp. band has gold filled 
mesh framing expansion center, 
comes with straight or ring 

end and retails for $9.95. 
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what to say 
about ladies’ 


watchbands 


WATCHBAND STYLE SHOW 
continued 


Bracelets are slimmer, flatter. Even expansions 
for the nurses’ watches narrow down. 
(Sports watches look like dress-up models.) 
Hand-woven mesh is rolled, twisted, braided. 
Mesh is made adjustable, to follow the wrist contour. 
Karat gold attachments are joined to watches with 
covered faces. Intricate devices allow the wearer to tell 
the time. (A pair of leaves, for example, separate 
to show the face of the watch.) 
Novelty in design comes through the use of engraving. 
Florentine, still good, is used more and 
more as an accent alone. 
Colored stones decorate 14K and 18K gold bracelet watches 
Interchangeable slip-through bands are more important 
than ever. They come in new colors, new fabrics, 
embossed with gold and other ornamentations. 
Packages and pixy styles are plentiful 
for children and teens. 
Leather and metal attachments are sized and 
styled for the demands of little people. 
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selling slants 


for new 


men's styles 


Bands are more decorative, ornate and elegant. 
Many have big, bold Florentine accents. 
Hand-woven mesh that looks like gold cloth 
comes in novel combinations. 
Fresh-looking motifs in mesh and chain, 
such as the waffle. Expansions with rugged, masculine, 
link designs that depart from the conventional. 
Bands rounded at the bezel to conform to the ends 
of the round case; they’re tapered at the buckle. 
Attachments flatten to complement wafer-thin watches. 
Leather is thin, stitchless, ““unpadded,” tapered. 
There’s more interest in grained leather, 
such as textured lizard. 
Some fabric numbers have two-loop straps on a diagonal. 
Fancy raised designs. 
Karat gold bands joined with the case in 
one-piece construction. 
Bands sold separate from the watch, with ends that 
integrate with the design of the 
case to look as if it is one piece. 
Fabrics like silk shantung, leather-backed. 
Black, especially in suede, a big seller. 
Dials pick up the look of the band. 
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Sliver-thin “Taper” by Baldwin 
Bracelet Corp. bas satin textur- 
ed mirror finish, comes in 

stainless or gold filled. Center 
links are completely adjustable. 
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Band by Gold Brothers has round- ian 
ed-edge pieces to accommodate 7 Se a 
watch lugs of popular round Sen ta 
case. Karat gold with raised 


checkerboard mesh design. $190. 


cs 
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Band by Kestenman Bros. Mfg. Co. 

features Hand-Fold buckle 

attachment with "Rist-Komfort”’ 

expansion feature. Gold fill 

ed, $9.95; stainless, $6.95. a 
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Duchess watchband #206 has Dull- 
glo center flanked by Floren- 

tine finish stripes, gleaming 

edges. Yellow gold filled, 

Duchess Jewelry Mfe. Corp. $5.95. 
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“Executive,” fully adjustable 

band by Eton Jewelry Manufactur- 
ing Co., has Florentine finish 

on yellow gold filled, four 
removable links. Retail, $10.95. 
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Speidel’s Astrojet watchband 
comes in white or yellow gold 
filled, brings jet age styling 
to the male wrist. Twist-O- 


Flex construction, $10.95. 
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Men's band by Apex Accessories 
Co. is adjustable for both 
leneth and width, bas Floren- 
tine center desion, bright side 
links, retails for $13.95. 
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This band by Jack Laufer 

is available in stainless, 

gold filled, steel with center 
row gold filled, Florentine- 
finished steel, gold filled, etc. 
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Karat gold men's bracelet by 
David G. Stevens has popular lad- 
der motif, retails for $235. 


FOR MEN —an ornate, decorative note 
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Toilet preparations, etc 
FACILITIES AND SERVICES 


Leases, etc 

Roof gardens, cabarets, etc 

Box office sales—excess over regu 
Club dues, initiation fees, life men 
Telegraph, toll telephone, etc., n 
Wire mileage service, wire and 


Transportation of persons, etc. .. 
Use of safe deposit boxes 
MANUFACTURERS 

Pistols and revolvers | 
Truck, bus and trailer chassis a 


Other auto chassis and bodies, et 
Parts or accessories for autos, tru 
Radio, TV sets, phonographs, co: 
Phonograph records 
Musical instruments 





1 See instructions. 
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By Bernard N. Burnstine 


Bernard N. Burnstine, author of the 
important series which starts on 
these pages, is well qualified to dis- 
cuss the Federal excise tax. A life- 
long resident of Washington, D. C., 
and born into the jewelry business, 
he was executive vice chairman of 
the Jewelry Industry Tax Committee 
for a period of six years. Mr. Burn- 
stine has written several articles 
for JC-K, explaining Washington is- 


sues of concern to jewelers. 
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A handy digest of current rulings and regulations on the Federal excise tax for use with 


JC-K takes pride in presenting a prac- 
tical guide to the Federal excise tax 
on jewelry. Through this digest, jewel- 
ers may avoid needless over-payment 
of taxes, as well as risk of penalty for 
under-payment. This is the first of 


three articles. 


@® A SIMPLIFIED, non-technical and unified guide 
to the rules and regulations governing the Fed- 
eral Retail Excise Tax on Jewelry has long 
been needed by the retail jeweler charged with 
the responsibility of collecting and reporting 
the tax. 

The need has become greater as changes in 
the original law have occurred, and many rul- 
ings of the Internal Revenue Service have, from 
time to time, been published to interpret the 
law and to reflect the position of the Service 
on many questions. 

This digest is an endeavor to bring together, 
for the first time, in concise, non-technical and 
handy form, all current rulings and regulations 
of general interest and application, including 
a guide list of taxable and non-taxable articles. 
Where it has been felt helpful, examples of 
the application of certain rules or regulations 
have been incorporated. 

Compliance with the law requires familiar- 
ity with the rules and regulations, together 
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FORM 720 


with detailed record-keeping of all sales and 
services. Only in this way is it possible to avoid 
difficulties that could lead to deficiency tax as- 
sessments, interest and penalties or possible 
overpayment of the tax. 


Imposition of the Tax 


The Revenue Act of 1941 imposed a Federal 
excise tax of 10 per cent on all retail sales of 
jewelry and related articles. This tax was in- 
creased to 20 per cent by the Act of 1943, and 
was subsequently reduced to 10 per cent again 
by the Revenue Act of 1954. 

The Excise Tax Technical Changes Act of 
1958, effective Jan. 1, 1959, did not make 
changes in the rate of tax but did make several 
important changes in the applicability of the 
tax. The principal change was a listing of tax- 
able stones and the elimination of the tax on 
imitation and certain other stones of limited 
use. 


Imitation Stones 


Imitation and unlisted stones are not taxable, 
whether cut, polished, rough or in their natural 
state, unless they are incorporated in a taxable 
article. This principally affects sales of such 
stones loose, used in repair jobs and sales to 
amateur lapidarists, hobbyists and ‘“‘do-it-your- 
self’? purchasers who collect, cut or incorporate 
them in mountings. Mountings for such pur- 
poses made of, or ornamented with, precious 
metal or imitations of precious metal are 
subject to the tax, however. 

If unlisted or imitation stones are incorpo- 
rated in an article not otherwise subject to tax, 
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that article is not made taxable 
by ornamentation with such 
stones. For example: You can 
set rhinestones in a non-preci- 
ous metal picture frame without 
making such article taxable. 
However, the value of such non- 
taxable stones cannot be de- 
ducted from the tax base on 
otherwise taxable articles. 

You can sell an unlisted or 
imitation stone separately with- 
out it being taxable. However, if 
you sell an unlisted or imitation 
stone together with a mounting 
you are in effect selling an ar- 
ticle of jewelry and the complete 
price is subject to tax. If you 
sell an unlisted or imitation 
stone and at a future date sell a 
mounting for it, only the mount- 
ing is subject to tax. 

Listed stones used exclusively 
for industrial, scientific, or edu- 
cational purposes or as a part of 
mechanical devices are exempt 
from tax. Examples of such use 
are: Hardness testing points, 
bearings in a watch or instru- 
ment, cutting, abrasive or pol- 
ishing materials, etc. When you 
make such sales at retail you are 
required to keep a record identi- 
fying the stones, the person to 
whom sold, the date of such sale 
and the purpose for which the 
stones are to be used. 

In the case of articles not 
otherwise taxable which are 
ornamented, mounted or fitted 
with any of the listed stones the 
tax applies only to that portion 
of the selling price applicable to 
such stones. 


Jewelry & Other Articles 


In addition to the listed 
stones, the tax applies to all ar- 
ticles commonly or commercially 
known as jewelry regardless of 
the substance with which they 
are made (whether precious 
metal, base metal, wood, pottery, 
etc.). 

Also, the jewelry tax applies 
to all articles made of, orna- 
mented, mounted or fitted with, 
precious metals or imitations of 
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1 TAXABLE ARTICLES 





In the absence of any official list of items subject to the 10 per cent 
Federal excise tax, JC-K offers the following unofficial tabulation, as 
a service to the industry. Every effort has been made to see that it is 


as accurate and as complete as possible. 








Amber (*5) 


Anklets 

Antique jewelry 

Articles commonly or commercially known as jewelry 
whether real or imitation 


Articles made of. ornamented or fitted with. preciou 
netals or mitati ons of preci ious metals 


Ash trays ig 1) 
Athletic awards—medals. trophies. etc. (*!)(*3) 








Bar pins 

Barrettes (1) or ornamented with listed stones 

Beads, if strung ready for use as an article of jewelry 
or unstrung if a listed stone 

Belt buckle (*4) precious metal or if ornamented wit! 
listed stones 

Belts (*4) precious metal or if ornamented with listed 
stones 

Beryl of the following types: aquamarine, emer 
golden beryl, heliodor, morganite (*5) 

Binoculars 

Book ends (*!) 

Book markers (*1) 

Boxes (*!) or if sold with and as a container 
taxable art cle 

Bracelets 

Brooches 

Buckles (*!) or if ornamented witt 

Buttons (*4) precious metal or if ornan 
sted stones 





Cameo jewelry 

Candle snuffers (*!) 

Canes (*!) _ 

Carving sets if silvei sterling gold or gold plated 

Cases (*!) or if sold with and as a container for 
taxable article 

Chains, neck 

Charms > 

Chests (*!) or f sold with and as a cor 
taxable article 

China (*!) 

Chronometers 

Chrysobery! of the following types: « 
eye, chrysolite (*5) 

Cigar cases (*!) 

Cigarette cases (*!) 

Cigar holders (*!) 

Cigarette holders (*!/) 

Clasps and catches (*1) 

Class rings (*3) 

Clips o, 

Clocks 

Clock cases 

Clock movements 

Coasters (#1) 

Cocktail picks (*!) 

Coin mountings, bezzles or holders 

Combs and other toilet articles (*!) 

Compacts (*1) or ornamented with listed stones 

Containers (*1) or if sold with and for a taxable 
article 

Casal jewelry ie 

Corundum of the following types: sapphire, ruby (*5) 

Costume jewelry 

Crosses 

Crowns and tiaras 

Crystalware, plates, tumblers 

Cuff buttons and links 





Desk sets (*!) be 
Diamonds ~ (*5) 
Dresser sets and individual pieces 





Ear clips 

Ear wires 

Earring guards (* 1) 
Earring screws and backs 
Emblem rings 
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precious metals. The term “pre- 
cious metals” includes platinum, 
gold, silver, and other metals of 
similar or greater value. The 
term “imitation precious met- 
als” is defined by the Internal 
Revenue Service, for purposes 
of the administration of the tax 
laws, as: alloys of precious met- 
als, platings of precious metals 
and platings of precious metal 
alloys provided such platings 
are one one-hundred thousandth 
of an inch or more in thickness. 

If there is any doubt regard- 
ing the tax status of china, pot- 
tery, glassware, or other articles 
generally not taxable, ornament- 
ed with precious metals, your 
supplier can furnish you with a 
written statement of its tax 
status. Questions have been 
raised on the tax status of old or 
antique china, etc., that seems 
to have a heavy applique or plat- 
ing of precious metal. In such 
cases the exact thickness of pre- 
cious metal is usually impossible 
to determine without damage to 
the article. It is wise in such 
instances to collect and pay the 
tax. 

A very thin electro-plating of 
precious metal, frequently re- 
ferred to as a “flashing,” that 
gives only color to an otherwise 
untaxable article does not make 
it taxable, but the smallest 
amount of precious metal or pre- 
cious metal alloy otherwise af- 
fixed in ornamentation of a 
usually non-taxable article 
makes such article subject to 
tax. 


Taxable, Non-Taxable 


There is no official list, either 
by law or Internal Revenue 
Service regulation or ruling, of 
articles subject to the Federal! 
excise tax on retail sales of jew- 
elry. As a guide to assist you 
in determining the tax status of 
various articles you may sell at 
retail, the lists of taxable and 
non-taxable articles on pages 
92-96 have been compiled. 
While these lists are not official, 
every effort has been made to 
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Emblem buttons and pins (*1) (6) 
Engraving when included in the price of a taxable 
article 


Eyeglass cases (*!) 





Feldspar of the following type: moonstone (*5) 

Field glasses 

Findings (*I) 

Flannels if sold with and for a taxable article 

Flatware—-silver, sterling, gold, gold-plated or 
gold ornamented 

Fobs 

Frames for pictures and photos (*| 

Fraternal emblems (*!) (*6) 

Fraternal jewelry — 





Garnets (*5) 

Garter buckles (*!) or ornamented with listed stones 
Gavels (*!) 

Glassware (*!) 

Gold coins mounted 

Gold deposit ware 

Guard chains 





Hair ornaments (*!) or ornamented with listed stones 

Hat pins (*!) or ornamented with listed stones 

Hollowware—silver, sterling. silver-plated. gold, 
gold-plated or precious metal ornamented 





identification bracelets 
Identification tags, except non-precious metal medica 
tags, and authorized Civil Defense tag 


Ivory jewelry 








Jadeite (jade) (*5) 

Jet (*5) 

Jewel boxes (*/) 

Jewelry mountings (*!) 

Jewelry repairs when taxable articles are furnished 
and included in the price. When labor and 
haraes for non-taxable artic!es are stated 
eparately only taxable articles are subject 
to tax 

Jump rings (*!) 








Keys—fraterna! 
Keys—door, etc. 
Key chains (*!) 





Lapis lazuli (*5) 

Lavalliers 

Lighters, pocket and table (*!) 
Lockets 

Lorgnettes 





Manicure instruments (*!) 

Marine glasses, not ordinarily mounted on tripods 
or other bases 

Marcasite jewelry 

Mesh bags (*!) 

Mountings (*!) 

Money clips (*!) 

Mother-of-pearl jewelry 





Necklaces 
Nephrite (jade) (*5) 





Opal (*5) 
Opera glasses 





list of taxable articles continues on next page 


Taxable if made of, or ornamented, mounted or fitted with, 
of precious metal. (The term ‘‘imitations of precious metal’’ 


precious metal or imititions 
means alloys of precious 


metals, and platings of precious metals and platings of alloys of precious metals pro- 
viding such platings are one one-hundred thousandth of an inch or more in thickness.) 
Fountain pens, mechanical pencils, and smoker's pipes with a band or bands consisting 
of precious metals or imitations of precious metals and having a combined width of more 
than 34 of an inch or non-essential parts made of precious metals or imitations of 
precious metal are subject to tax. 

Retail sales when made to non-profit educational organizations for their exclusive use are 
exempt from the excise tax. 

Belt buckles, belts, buttons and shoe buckles made of imitations of precious metals 
(silver-plated, gold-plated, rolled gold-plate, gold-filled, etc.) or containing imitation 
or unlisted stones are in the nature of dress and shoe findings and are not taxable. 
Listed taxable stone, whether real or synthetic and by whatever name called, whether cut, 
polished, rough or in its natural state. 

Fraternal emblems for a school or college fraternity or sorority are taxable whether made 
of precious metal, imitations of precious metal or of base metal. Emblems for other, 
non-social, organizations such as Masons, Elks, Knights of Columbus, Eastern Star, etc., 
are not taxable if made of non-precious metal. 





see that they are as authorita- 
tive and complete as possible. 


Advertising Clocks 


Advertising clocks are tax- 
able; however, the charges for 
the preparation or imprinting of 
the advertising on such clocks 
are not taxable if such charges 
are stated separately from the 
price of the clocks. 


Buckles, Buttons 


Belts, belt buckles, shoe buck- 
les and buttons made of, or orna- 
mented with, precious metals, or 
containing listed stones are sub- 
ject to tax. Such articles made 
of imitations of precious metal 
or containing imitation or un- 
listed stones are _ considered 
dress findings and are not tax- 
able. 


Combination Articles 


Combination articles such 
clock-radios, etec., have had the 
applicable retail tax paid by the 
manufacturer before sale to you, 
so you are relieved of any re- 
sponsibility for the tax. As a 
retailer, you are concerned with 
combinations of such taxable 
and non-taxable articles when 
they are combined or manufac- 
tured by you. If you add a watch 
or clock to an otherwise untax- 
able article, the retail price of 
the watch or clock must be re- 
ported when sold by you and the 
applicable tax paid. The fact 
that such a combination article 
contains a taxable part does not 
make the whole article taxable. 


Flatware 


Silver-plated, stainless. steel 
and base metal flatware is not 
subject to tax. Silver, sterling, 
gold, gold-plated and gold orna- 
mented flatware is taxable. The 
term “‘flatware’’ covers such ar- 
ticles commonly or commercially 
known or sold in the trade as 
such. 


TAXABLE JEWELRY ARTICLES 
Continued 





Pearis (natural and cultured) (*5) 

Pencils (*1) (*2) 3 rina 

Pendants i 

Pens (*!) (*2) } © 

Perfume bottles (*i) __ 

Peridot (*5) 

Picture or photo frames (*!) 

Pill boxes (*!) or ornamented with — listed stones 
Pipes, smoker's (*2) 
Pocket knives (*/) 
Pottery (*!) 

Powder boxes (*|) or ornamented with listed stones 






































Quartz of the following types: amethyst, bloodstone, 
citrine, moss agate, onyx, sardonyx, tiger-eye (*5) 





Religious medals if ornamented, as with stones, enamel, decorative 
engraving or engine turning, or designed to be worn for purposes of ador 





Remodeling; jewelry. When you furnish parts or articles taxable 
if sold separately, made wholly from meta! supplied 
by you, such articles are subject to tax on that 
portion of the price attributable to such articles 


Rings 7 
Ring guards (*!) 
Ring shanks 











Safety chains 

Shoe buckles (*4) precious metal or ornamented with 
listed stones 

Silver coins, mounted 

Silver « deposit ware 

Spinel (*5) 

Spring rings (*!) — 

Star of David bracelets, necklaces and pins 

Studs 

Swivels (*!) 


a 





Thimbles (*!) 
Tiaras and crowns 
Tie bars 

Tie slides 


Tie tacks 

Topaz (*5) 
Tooth picks (*!) 
Tourmaline (*5) 
Trophies (*!) (*3) 
Turquoise (*5) 





Umbrellas (*!) 





Vanity cases (*i) or ornamented with listed stones 





Walking sticks (*!) 

Watches, except those for the blind _ 

Watch bracelets and attachments (*!) or when ‘ornamented 
with listed stones, or sold _in _combinati on with a watch 

Watch cases 

Watch movements 


Watch straps (*1) or if ornamented with listed stones 
or sold in combination with a watch 




















Zircon (*5) 





2 NON-TAXABLE ARTICLES 





For the guidance of its readers, JC-K presents the following list of 
merchandise and services which are not subject to the Federal 10 per 
cent excise tax. This list is unofficial, but we believe it to be accurate. 





Athletic awards (*3) or of non-precious metals—trophies 
Articles, such as photo frames, ash trays, etc.. made of 
or ornamented, mounted or fitted with ‘'nickel 
silver.’ or "German silver’ or other base metals 





Beads, if not a listed stone or strung ready for use as 
an article of jewelry 

Belt buckles (*4) 

Belts (*4) 

Bows for watche: 

Boxes, non-precious metal and not sold with and 
container for a taxable article 
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Gavels 


Wooden gavels containing 
bands of precious metal or imi- 
tations of precious metal are 
subject to tax. If a plain wooden 
gavel is sold by you and a pre- 
cious metal band is priced and 
sold separately, only the band is 
subject to tax. Charges for en- 
graving, in either case, are not 
taxable if stated separately. 


Gift Wrapping 


If you sell a taxable article 
packed ready for delivery and 
then on your customer’s order 
gift wrap the package, for which 
you make a charge, such charge 
is not taxabie if stated separate- 
ly from the price of the article. 
However, if your gift wrapping 
includes substitution of a differ- 
ent container such as a gift box, 
price of which is included in 
your gift wrapping charge, the 
charge for gift wrapping is tax- 
able. 


Hollowware 


Silver, sterling, silver-plated, 
gold and gold-plated hollowware, 
and other hollowware decorated 
with precious metal or imita- 
tions of precious metal is tax- 
able. 


Identification Tags 


The excise tax does not apply 
to certain identification tags de- 
signed to be worn for civil de- 
fense purposes and which con- 
form to standards set forth by 
the Federal Civil Defense Agen- 
cy. This exemption also applies 
to certain chains and bracelets 
attached to such tags. 

These tags, as well as the 
chains and bracelets, are made 
of a non-precious metal that has 
a very high melting point. They 
are embossed with the name and 
address of the wearer, the name 
and address of the person to be 
notified in case of emergency 
and with medical information 
such as blood type, etc. Patriotic 
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Buckies, non-precious metal! 





Cameos, unmounted shel! 
Candle snuffers, non-precious meta 
Carving sets, silver-plated or base nietal 


Catches, non-precious meta! 


Chests, non-precious metal and not sold with and as a 
container for a taxable article 

Clasps, non-precious metal 

Coral, unmounted 

Crowns for watches 


Crucifixes 
Crystal ware 











Desk sets, non-precious meta 

Dial refinishing 

Dials for watches _ 

Dresser sets and individual pieces, non-precious + 





Engraving, if not included in the price of a taxable 
article 

Eyeglass cases, non-precious metal 

Eyeglass frames 





Findings, non-precious meta! 
Flatware, silver-plated or bose metal 








Gold coins, unmounted 
Gold solder, used in repairs. 
Gold, unfabricated used in + 
Gold wire, used in repairs 





Hematite 
Hollowware, non-precious meta 





Identification tags, non-precious meta! for medica! 
use, and authorized Civil Defense taa: 

Imitation and unlisted stones, not incorporated | 

Ivory 





Jewel box (*|) not designed as luggage or . 
luggage item 

Jewelry repairs, if oniy ionor and non-Tfaxat 
turn shex 


Jump rings, non-precious meta! 





Lighters, non-precious metal 





Marine glasses ordinarily mounted 
other bases 

Medals, religious, for religious use 

Mother-of-pear! 

Manicure instruments, non-precious n 

Marcasite 





Pencils, non-precious meta! (*2) 

Pens, non-precious metal (*2) 

Picture or photo frames, non-precious meta 

Pipes, smoker's, non-precious metal (*2) 

Platings of precious metal for repairs or refinishing 
Platinum solder, used in repairs, etc. 

Platinum, unfabricated used in repair 

Platinum wire, used in repairs 





Religious medals, unornamented, and designed and inscribed to indicate that they are 
intended for religious use only and not for purposes of adornment although they ma 
be worn on the outer clothing 

Remodeling, jewelry, when only the customer's metal is used, or 
when his metal is used together with metal 
supplied by you, and no part or article that 
would be sold separately is made wholly from 
metal supplied by you 

Rhinestones 

Ring shanks if partial shank only 

Rosaries 

Rutile 





nontaxable list continues on next page 


Taxable if made of, or ornamented, mounted or fitted with, precious metal or imitations 
of precious metal. (The term ‘‘imitations of precious metal’’ means alloys of precious 
metals, and platings of precious metals and platings of alloys of precious metals pro- 
viding such platings are one one-hundred thousandth of an inch or more in thickness.) 
Fountain pens, mechanical pencils, and smoker's pipes with a band or bands consisting 
of precious metals or imitations of precious metals and having a combined width of more 
than 3g of an inch or non-essential parts made of precious metals or imitations of 
precious meta! are subject to tax. 

Note (*3) Retaii sales when made to non-profit educational organizations for their exclusive use are 
exempt from the excise tax. 

Note (*4) Belt buckles, belts, buttons and shoe buckles made of imitations of precious metals 
(silver-plated, gold-plated, rolled gold-plate, gold-filled, etc.) or containing imitation 
or unlisted stones are in the nature of dress and shoe findings and are not taxable. 

Note (*5) Listed taxable stone, whether real or synthetic and by whatever name called, whether cut, 
polished, rough or in its natural state. 

Note (*6) Fraternal emblems for a school or college fraternity or sorority are taxable whether made 
of precious metal, imitations of precious metal or of base metal. Emblems for other, 
non-social, organizations such as Masons, Elks, Knights of Columbus, Eastern Star, etc., 
are not taxable if made of non-precious metal. 
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or religious symbols may also be 
embossed on the tags. 

The tags, or their chains or 
bracelets, may not be ornament- 
ed with precious metals, imita- 
tions of precious metals or listed 
stones. Such ornamentaticz will 
subject them to tax. Each tag 
must contain Civil Defense in- 
formation in addition to the 
name and address of the wearer 
and is limited to such pertinent 
information, which may include 
religious affiliation and patriotic 
svmbol. 


Military Insignia 


Buttons, insignia, cap devices, 
etc., prescribed for use by the 
Military Forces of the United 
States are not subject to tax. 
The same general articles, con- 
taining precious metal, for use 
of other than the U. S. military 
forces are subject to the tax. 


Opera Glasses, Etc. 


Opera glasses, lorgnettes, ma- 
rine glasses, field glasses and 
binoculars are subject to tax. 
Optical instruments which by 
reason of their size or weight 
are ordinarily mounted upon tri- 
pods or other bases, and tele- 
scopes and sextants are not tax- 
able. It should be noted that 
lorgnettes are taxable although 
they may be prescription filled. 
Eye glasses, as such, are not 
taxable. 


Pens, Pencils 


Fountain pens, mechanical 
pencils and smoker’s pipes are 
not subject to tax when they are 
not made of, or ornamented 
with, precious metals, or with 
listed stones. On such non-tax- 
able articles, narrow bands for 
reinforcing caps, clips, pen 
points and the tapered point for 
holding the lead of a pencil can 
be made of or contain precious 
metal provided the combined 
width of reinforcing bands does 
not exceed %% inch. 

(please turn to page 130) 


Shoe buckles (*4) 
Silver coins, unmounted 


Silver solder, used in repairs. etc 

Silver, unfabricated, used in repairs 

Silver wire, used in repairs 

Spring rings, non-precious metal 

Stop watches not capable of telling time of day 
Stone cutting, polishing or repairing 

Swivels, non-precious metal 





Telescopes 





Watches for the blind 

Watch bracelets and attachments, non-preciou: 
sold separately from watch 

Watch repairs 

Watch straps, made of leather, fabric, or non-precious 
metal and sold separately from watch 





Note (*1) 


Taxable if made of, or ornamented, mounted or fitted with, precious metal or imitations 
of precious metal. (The term ‘‘imitations of precious metal’’ means alloys of precious 
metals, and platings of precious metals and platings of alloys of precious metals pro- 
viding such platings are one one-hundred thousandth of an inch or more in thickness.) 
Fountain pens, mechanical pencils, and smoker's pipes with a band or bands consisting 
of precious metals or imitations of precious metals and having a combined width of more 
than 3g of an inch or non-essential parts made of precious metals or imitations of 
precious metal are subject to tax. 

Retail sales when made to non-profit educational organizations for their exclusive use are 
exempt from the excise tax. 

Belt buckles, belts, buttons and shoe buckles made of imitations of precious metals 
(silver-plated, gold-plated, rolled gold-plate, gold-filled, etc.) or containing imitation 
or unlisted stones are in the nature of dress and shoe findings and are not taxable. 
Listed taxable stone, whether real or synthetic and by whatever name called, whether cut, 
polished, rough or in its natural state. 

Fraternal emblems for a school or college fraternity or sorority are taxable whether made 
of precious metal, imitations of precious metal or of base metal. Emblems for other, 
non-social, organizations such as Masons, Elks, Knights of Columbus, Eastern Star, etc., 
are not taxable if made of non-precious metal. 





TAXABLE ARTICLES 
LUGGAGE, HANDBAGS, ETC. 





For 


the benefit of jewelers selling articles subject to the Federal 


retail excise tax on luggage, handbags, etc., the following is the official 
list of taxable articles in this category. These articles are subject to the 


tax by whatever name called. 


Bathing suit bags 
Beach bags or kits 


Billfolds 


Briefcases 
Brief bags 


Camping bags 
Card and pass cases 





Collar cases 
Cosmetic bags and kits 
Dressing cases 


Dufflebags 


Furlough bags 
Garment bags designed for use by travelers 


Haversacks 


Key cases or containers 


Kna psac ks 


Knitting or shopping bags (suitable for use as purse: 


or handbags) 
Makeup boxes 


Manicure set cases 
Memorandum pad cases (suitable for use as card or pas: 


Ca 


es 


lifolds, purses or wallets) 


Musette bags 

Overnight bags 

Pocketbooks _ 

Purses and handbaas 

Ring binders, capable of closure on al! sides 
Salesmen’s sample or display cases, bags or trunks 


Satchels 


Shoe and slipper bags 


Suitcases 


Tie cases 


Toilet kits and cases 
Traveling bags 


Trunks 


Vanity bags or cases 





Valises 


Wallets — 


Wardrobe cases 
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write 
al 


CO 
that 


You don’t have to be a Madison clicks Avenue expert. . . just be sure 


that you think before you start to write 


something. They are exchanging dollars they 


@® THE AD DEADLINE IS NEAR. The copy is not 
written. The idea factory is not working. And 
the paper remains blank. 

Looking at a blank sheet of paper is a tension- 
building, ulcer-producing challenge. Nerves get 
on edge as the deadline for the ad copy approaches 
and the sheet of paper is still blank. 

Here is a step-by-step plan for writing copy 
that will click—not cluck: 


Pick Your Target 


You want to write copy to encourage people to 
buy. But, what people? 

Instead of thinking of all kinds of people with 
their prejudices, whims, and fancies, try to con- 
centrate on only one customer. Visualize that 
one customer sitting across the desk from you. 
This gives you a clear-cut image of whom you 
want to reach with your advertising copy. 

As you shape a mental image of the reader of 
your ad, remember these two questions: 

1. Is this the person who makes the decision 
to buy? 

2. Or, is this the person who influences the de- 
cision to buy? 

For instance, the husband may be the person 
to make the decision to buy. But, how strong is 
the influence of his wife? Does the husband really 
make the buying decision, or just think he does? 

Narrow your audience down to one person 
who will read your ad copy. Then you will have 
a target that can be brought into sharp, clear 
focus. 

After you have a clear-cut mental picture of the 
reader of your advertising copy, your next prob- 
lem is to determine what will encourage him (or 
her) to buy. 

Ask yourself these questions: 

1. What will your customer gain? 

2. What will deliver this customer benefit? 

People buy because they feel they will gain 
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have for something they want more—some benefit 
for themselves. 

One of the best ways to determine what people 
want to gain is to listen to the questions custom- 
ers ask. These will give you clues about what 
they expect to find when they buy. 

For instance, a customer may ask: “How long 
will this last?” This is a clue that the customer 
wants something that will last—an enduring 
benefit. 

After you have determined what you think your 
ad reader wants to gain, you are ready to handle 
the second question: “What will deliver this cus- 
tomer benefit?” 

Your answer should be “something that is in- 
herent in the product or in your service. It will 
be best if it is something that is easily seen or 
easily proved to your customer’s satisfaction. 

Think in these terms: “This [product] is de- 
sirable because it .. .” 


Use Main Street Language 


Your ad is going to be read by people you know 
—your customers. You will find that your ad 
will be better if it is written in terms of local 
interest. 

If you copy an ad from a textbook on advertis- 
ing, it will sound just like a book. If you use ads 
prepared to sell other merchandise, they will 
sound second-hand. 

You use Main Street language when you sell 
to customers in person. Your ad copy will click 
when you use down-to-earth, ordinary words, 
phrases and ideas—things your customers readily 
understand. 

Shop-worn phrases will make your copy cluck 
—not click. A clever selling phrase may look 
impressive in your advertising copy, but it may 
not sell. Write to express—not to impress. # & & 
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Put Yourself In The Profit Picture 
With Jeweler David Shoup 


Of Tujunga, California 
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Another testimonial of how Keepsake pays off in more sales and 
profits for the independent retail jeweler. \ 
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® THE MAN who sticks his neck out may catch 
a brisk clip on the chin for his trouble. But ex- 
perimenters and individualists dissatisfied with 
running with the crowd are willing to risk that 
clip to prove their point. 


John Kunda led with his chin a year and a half 
= ago when he opened a jewelry store in Greendale, 
Wise., one of three experimental villages built 


by the government during the Depression pri- 
marily for people over 60. 


Age distribution is now as varied as in any 
community of comparable size, thanks to an influx 
of young married couples. Nevertheless residents 


of Greendale simply did not feel they needed a 

jewelry store when they could take their pick of 

many jewelers in Milwaukee, only 11 miles away. 

Predictions were rife that Kunda would fold 

Bizarre merchandising ideas of within six weeks. Instead, 18 months later, jew- 

eler Kunda is vice-president of the Greendale 

this suburban jeweler win him Business Men’s Association and the doors of his 
store are very wide open indeed. 

both friends and cash customers Undeterred by gloomy predictions that he would 

fail, Kunda is not the sort of man to pay unthink- 

ing tribute to all the traditional do’s and don’ts of 

the jewelry business. From the outside Kunda’s 


3y WILLIAM H. McNICHOL Greendale store looks “typical” enough; his show 


Play pen keeps Little Willie out of Mama’s hair when she is discussing possible purchases. Drawing board does the 
same for Willie’s older brother. At right, flower cart has gifts for the young, leads to impulse buying by mothers. 
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Best traffic builders going are greeting cards, says jeweler John Kunda. 
He devotes an entire wall and part of his center display to cards alone. 


window carries a full display of the latest in top 
brand jewelry and accessories. 


What? No Jewelry? 

Once within, however, it is obvious that Kunda 
has cast certain traditions to the winds. Along 
one entire wall, greeting cards are banked high; 
smack in the center of the store is a gift counter; 
close by is a counter with gifts for children. One 
has to look twice to spot jewelry cases, watch 
repair department or clock counter and to be re- 
assured that this is, in fact, a jewelry store. 

“T’ll admit this doesn’t exactly look like a jew- 
elry store,” says Kunda, “but what success has 
been mine so far I attribute to the layout and to 
unusual methods of merchandising.”’ 

He explains: “How to attract traffic is a prob- 
lem all jewelers have to face. From experience 
and a little survey of my own, I knew that the 
greeting card is the greatest traffic builder for a 
number of different kinds of stores; hence one 
whole wall is devoted to greeting cards. 

“The gift counter is in the middle of the store 
because of the terrific impulse buying on these 
items. As for the flower cart near-by, it’s a rare 
mother who can pass it without picking up one 
or two items—another case of impulse buying.” 
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Near the actual jewelry displays Kunda has 
placed a costume jewelry cbunter. ““Many jewelers 
still frown on handling any costume jewelry,” 
Kunda concedes, “but I’ve found that most women 
like to buy the occasional inexpensive piece to 
complement their everyday dresses, and my re- 
turns on this counter have been amazing.” 


Kid Stuff 

“Worth their weight in gold” is Kunda’s en- 
thusiastic endorsement of a couple of innovations 
based on his earlier experience as a jeweler in 
Milwaukee: a baby’s play pen and a child’s draw- 
ing board. 

Kunda, like many other merchants, had found 
it dificult to wait on a customer whose attention 
was constantly being demanded by whining, cry- 
ing children. “I lost many a sale on this account,”’ 
he says. ““Mothers used to get tired of listening 
to the little ones whine and whimper and would 
excuse themselves, assuring me they would be 
back ‘when we could discuss the purchase in 
peace.’ Bad part of it was they hardly ever came 
back!” 

Since the institution of play pen and drawing 
board, the ‘“‘little ones” are often a positive asset, 


(please turn to page 129) 
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who's who 
Tr 
Israel's 
diamond 
industry 


During a recent visit of several weeks in Israel, 
the author studied the new nation’s jewelry and 
diamond-cutting industries. This is one of a series 
in her reports to JC-K readers. 


@ BUILDING FACTORIES and training new imni'- 
grants are not entirely responsible for the growth 
of Israel’s diamond cutting industry. Well de- 
served credit must be given to the following or- 
ganizations for their tremendously significant role 
in building and backing up this industry. 


Government Organizations 

A busy division of the Israeli Government’s 
Minister of Commerce and Industry is the Dia- 
mond Control Department. In the words of M. 
Jona S. Hatsor, the Diamond Controller and Di- 
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Some leading lights in Israel’s diamond industry: Zvi Barak, 
director general, Economic Corp., Ltd.; Moshe Jona Hatsor, 
Diamond Controller of Israel; Abraham Lipshutz, president, 
Israel Diamond Exchange; Michae! Tzur, director general 
Ministry of Commerce & Industry; Jean A. Van Praag, 1960 
president of the (U. S.) Diamond Manufacturers & Import 
ers Association, and Dr. M. Ernest Witkon, general manager, 
Union Bank of Israel. 


by Gertrude Gold 


rector of the Department, ‘“‘Diamonds are bought 
and sold in foreign currency. Therefore, there 
exists an urgent need for the rigid control we 
exercise over the whole industry.’ He went on 
to explain its four major functions as follows: 

1. To issue licenses. All diamond exporters and 
importers must have a license. This must be re- 
newed annually. To obtain one, a person must 
prove his sound financial standing, all-round 
know-how, experience and performance, and un- 
questionable business reputation. 

2. To allocate foreign currency for the purchase 
of rough. This permits the Department to main- 
tain absolute control over the importing, manu- 
facturing and exporting of diamonds. 

3. To work closely with the Diamond Trading 
Corporation in the allocation of raw material. 
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Time out from serious research to show Miss Gold some of the equipment at 
Hebrew University. Left to right: Avraham Harmatz, director of the Jerusalem 
office of the Ministry of Commerce & Industry; Raoul Pollak. director, Economics 
& Engineering Co.; Miss Gold; Prof. Ernst Alexander of the X-ray laboratories, and 
Dr. Abraham Braner of the optics laboratories. 


This assures that shipments from the Syndicate 
will reach reputable, legitimate diamond manu- 
facturers and eliminates the possibility of rough 
falling into the hands of manipulators. 

4. To formulate government policy for the dia- 


mond trade. This encompasses the following 
facets: Devising fool-proof methods of prevent- 
ing the dumping of polished diamonds on the mar- 
ket. Extending or limiting credit as a means of 
regulating the manufacture and export of dia- 
monds. Making Israel more financially indepen- 
dent by opening up new sources of rough. Install- 
ing modern equipment, providing professional 
training for factory employees, using contempo- 
rary styling, and commissioning outstanding de- 
signers from other lands as instructors in schools. 
Increasing the flow of foreign money into 
Israel for the purchase of rough. To achieve this, 
foreign diamond merchants are invited to send 
their rough to Israel for cutting. Also, foreign 
investors are encouraged to establish branch 
factories in Israel, employing either their own or 
Israel diamond workers, and to finance their op- 
erations with foreign currency, if they wish. 
This enormous task has been undertaken un- 
hesitatingly because Israel aims to lead the world 
in this field. Many of the objectives are being 
achieved through the teamwork of Michael Tsur, 
General Director of the Ministry of Commerce 
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and industry; Mr. Hatsor; A. Ben Moshe, his 
Deputy Director; Avraham Harmatz, Director 
of the Ministry’s Jerusalem office; and the fol- 
lowing six sub-divisions of the Diamond Control 
Department: development areas, A. Haimoff; in- 
spectorate, A. Asher; import and export, Z. 
Jacobovits; jewelry, A. Bilu; accounts, J. Danon; 
statistics, E. Michalowski. 

A more recent Government agency is the 
Pituach Diamond Research and Development Co., 
Ltd. It is responsible for the establishing of fac- 
tories in undeveloped areas and opening up of 
new sources of rough. Because of the highly con- 
troversial nature of this branch, I am devoting a 
separate article to it. 


Diamond Banks 
The Union Bank of Israel, Ltd., in consort with 
the Bank Leumi, is known as “the diamond bank’”’ 
because through its 13 branches it handles about 
90 per cent of the diamond business. Formerly 
operating under the name of The Palestine Cor- 
poration, it has been in existence for 35 years and 
has served the diamond industry for more than 
20 years. To quote its general manager, Dr. M. E. 
Witkon, “stability through good and bad times, 
readiness to go along with the growth of the in- 
dustry in providing credit and the constantly 
(please turn to page 106) 
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How to choose a diamond 


facts to guide you 
in judging quality 


and value 


What is carat weight? The size of a dia- 
mond is measured by weight, in points 
and carats. The carat is composed of 
100 points, just as a dollar is made up 
of one hundred cents. If a jeweler shows 
you a diamond weighing 8&5 points, it 
is between three-quarters and a full 
carat weight. 

So you'll have an idea of what to ex- 


pect, here is a range of 


Sizes: 


50 points 100 points 200 points 
(% Carat) (1 carat) (2 carats) 


25 points 
(% Carat) 


Often, you will find superior quality 
in a small diamond. Such a diamond may 
be worth more than a considerably larger 
one of less choice description. 


Larger stones of fine quality are more 
rare than smaller ones and they cost more 


The diamond is the most beautiful, most treasured, most meaningful of gems. For centuries 


it has been the symbol of love. It is also an important investment. 


Jecause every diamond is 


different, looking for a diamond will be more pleasurable, selection more rewarding, if you 


have a few facts to guide you. 


In choosing a diamond, asking about the Four C’s will help you buy your dollar’s worth. 


These are: carat weight, cutting, clarity and color. Each has great significance in determining 


quality and cost. There is also another ( 


‘ 


of importance to you, confidence in your jeweler. 


A reliable retail jeweler takes pride in advising you honestly and will stand behind his recom- 


mendations. As a specialist in gemology, he can show you just how quality is judged, help you 


choose a diamond you'll be proud of all your life, proud to pass on to your children, too. 


per carat. For instance, if two stones are 
of like quality, but one is twice the size 
of the other, the larger stone will prob- 
ably cost you more than twice as much. 


What is meant by cutting? As a price- 
setting factor, cutting refers to the qual- 
ity of the workmanship. How well is the 
diamond cut? A well-cut diamond is at 
its brilliant best when every facet has 
been placed on the stone at the correct 
angle and in correct proportions. Dia- 
mond cutters are highly skilled craftsmen 
and highly paid, for this is one of the 
most painstaking trades and there is 
scarcely any margin for error. 


Cut also refers to the shape of the 
stone and the arrangement of the facets. 
The most popular style for the engage- 
ment ring solitaire is the round brilliant- 
cut with 58 facets. There are, of course, 
other shapes, too, so that you may choose 
according to your own taste. We illus- 
trate a number of them for you here. 


se ieee sh 


Round Cut meraid Cut OvalCut Marquise Cut 
What is clarity? This is the absence of 
carbon spots, bubbles or other blemishes. 
Under Federal Trade Commission rules, 
a diamond may be described as flawless 
only if it shows no such blemishes to a 
trained eye when magnified ten times. 
A tiny inclusion that cannot be seen with 
the unaided eye may have little effect on 
the brilliance and beauty of a diamond, 
but the price you pay should be less than 
for a flawless stone. 


What is meant by color? While a dia- 
mond breaks up light so that it gives 
off every color in the rainbow, the mate- 
rial of the stone itself is ideally free of 
any color—a crystal-clear white. How- 
ever, really fine whites are extremely 
rare and very valuable. The term “blue- 


white”’ is considered inaccurate today 
and is seldom used by reputable jewelers. 
The variations in color in diamonds are 
so delicate they can rarely be detected, 
except when one diamond is compared 
with others. 


What does a diamond cost? The cost of 
a diamond varies widely, according to 
the qualities mentioned (cut, clarity, 
color) as well as size. For your guidance, 
price ranges below are based on quota- 
tions by jewelers throughout the country 
in July, 1961. Tax is additional. 


Published by De Beers Consolidated 
Mines, Ltd., to help you in your selec- 
tion of your engagement diamond. 


50 points 100 points 200 points 
(% Carat) (| carat) (2 carats) 
$150 to $590 $400» $1680 $840 to $4000 


25 points 
(% carat) 
$75 to $225 


A diamond is forever 


JEWELERS 
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Special DIAMON D 
BUYING GUIDE 
ADVERTISHMENT 


giving facts about diamonds to help you sell appears 


in The Saturday Evening Post, Sept. 9— in Look, March 27 
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In the Fall, and in the Spring, this special Diamond 
Buying Guide advertisement will be presenting facts 
about diamonds. It’s an important part of the national 
diamond promotion. [t’s also an important sales aid 
for you and your salespeople. 

Put it to work in your store by displaying mounted 
reprints of it—in your windows and on your counter. 
Use these reprints in talking to your customers. 


They'll help you describe the special qualities of your 


diamonds, explain the basis on which they are priced. 


Quality is the keynote of this advertisement. 
Information is the means by which it helps you sell. 
It gives detailed facts on the meaning of carat weight, 
cutting, clarity and color, tells how they affect quality 
and cost. It points up the availability of superior 
quality in smaller stones. It illustrates diamond sizes 


Order 

your free 
mounted reprints 
now 


and popular cuts, gives a range of diamond prices. It 
stresses the importance of consulting a trusted jeweler. 


In magazines read by millions, and in your store, 
this advertisement will perform a helpful service. 
Familiarity with facts about diamonds can give the 
prospective purchasers greater confidence, make it 
easier for them to ask questions, to understand and 
accept honest answers, and to be satisfied to pay a 
price commensurate with quality. 


Order your reprints now. Use this advertisement 
to promote your diamonds when it appears in The 
Saturday Evening Post, September 9, and in Look, 
March 27... 
you need from the Diamond Promotion Department, 
The Reuben H. Donnelley Corp., 230 E. Sandford 
Boulevard, Mount Vernon, New York. 


and all year ‘round. Order as many as 


Tie in with the national diamond promotion—keep diamond sales coming your way 


DE BEERS CONSOLIDATED MINES, LTD. 
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ISRAEL’S DIAMOND INDUSTRY 
(continued from page 103) 


renewed pool of skills, experience and contacts 
are the major factors that created the remark- 
able role played by the Union Bank in the dia- 
mond industry and the attachment of the indus- 
try to the bank.”’ 

It maintains vaults for the safekeeping of 
jewelry, rough and polished diamonds. It is head- 
quarters for the postal authorities, customs, gov- 
ernment and all other inspectors. It represents 
the government as its foreign currency agent. It 
finances transactions and arranges insurance pay- 
ments. It fills out and handles the necessary im- 
port and export documents. It acts as the admin- 
istrative liaison between the Government and the 
manufacturers. 

The credit the Union Bank granted to the dia- 
mond industry rose even more than its exports 
in the last three years. It more than doubled from 
the end of 1958 to the end of 1959, trebled in 
1960. Dr. Witkon and the other bank officials 
including its two assistant general managers (J. 
Voet and Ernest J. Japhet), its two managers 
(EK. Lerner and A. Singer), and its chief account- 
ant (Dr. E. Fuerst) travel regularly to the Dia- 
mond Trading Corporation in London as well as 
to New York, Antwerp, Amsterdam and other 
important diamond centers. It explored the ex- 
port potential of Hong Kong and other Far East- 
ern markets. More recently, it participated in 
the opening up of Ghana, Guinea, Liberia and 
other West African countries as new sources for 
rough diamonds when these became accessible to 
Israel. 

In 1959, the Israeli Discount Bank entered the 
diamond picture. For 25 years, it has been serv- 
ing diversified industries and now has 70 branches 
throughout Israel. However, the tremendous ex- 
pansion of the diamond industry made it expe- 
dient for this bank to extend additional financing. 
It now handles 20 per cent of the total export 
and import business done through banks. 

In reality, it is not new in this field, having 
engaged in diamond financing from 1946 to 1948. 
However, due to the War of Independence, the 
almost complete stoppage of shipments of rough 
into Israel and the drastic decrease in diamond 
exports, the need for its services also diminished. 
In addition to extending credit to the industry's 
exporting and importing clients, it provides all 
facilities for shipping the diamonds as well as 
handling other necessary operations. 

The Israel Diamond Exchange at present has 
500 active and 200 inactive members, which in- 
clude exporters, importers, manufacturers, deal- 
ers, cleavers, sawyers and brokers. It provides 
trading facilities, official weighing means, legal 
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advice and protection for its members. Its 64 
member arbitration panel, elected every two years 
by the membership, is called upon to settle any 
problems which may arise. 

The backbone of the exchange is its board of 
directors also elected every two years, and at 
present composed of the following officers: Abra- 
ham Lipschutz, president; Samson Rosenblum, 
vice president; Shraga Kahana, vice president; 
Moshe Schnitzer, honorary treasurer, and Shlomo 
Winnikow, honorary secretary. 

Because of the importance of the diamond in- 
dustry in Israel, the Exchange takes every pos- 
sible precaution. “Sometimes there are differ- 
ences of opinion between the traders,’ Mr. Lip- 
schutz told me. “However, these cases are very 
rare as only the most reliable persons are ad- 
mitted. Only the most highly recommended peo- 
ple are granted membership and it is the privilege 
of our board to turn down applicants without 
having to make its reasons public.””’ A member 
who does not abide fully with the regulations of 
the Exchange is expelled either temporarily or 
permanently, depending on the infringement. The 
high esteem in which the Israeli Exchange is held 
in international diamond circles is evidenced by 
the fact that once a person is permanently ex- 
pelled by them, he is automatically barred from 
membership in and expelled from Exchanges all 
over the world. 

Members of the Israeli Diamond Exchange, 
which has its headquarters in Tel Aviv, are also 
permitted to join the newly formed Diamond Ex- 
change in the Jerusalem Diamond Center. Opened 
in November 1960, it already has 40 members. 
Its President is Daniel Auster, who formerly 
served without salary for 17 years as mayor of 
Jerusalem. Originally an Austrian attorney, he 
settled in Israel in 1914. He is well qualified for 
his current post, which also is unsalaried, for he 
and his partner way back in 1944 founded the 
firm of Jerusalem Diamonds, Ltd., with 26 Tal- 
mudic people. They have increased this number 
to 40 workers. 


Diamond Exporters Association 

The Diamond Exporters Association was or- 
ganized in 1941 with 15 members. Today it has 
81. While it was founded exclusively for export- 
ers, its President, Moshe Schnitzer, informed me 
that licensed importers are now also accepted. 
Likewise its original function of defending the 
interests of exporters in private industry has 
increased in scope. Particularly noteworthy is its 
success in obtaining special allowances from the 
Government which in turn enable banks to extend 
more credit to private industry at lower than 
normal bank interest rates. 

The Israel Diamond Manufacturers Associa- 
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_ @ twist of the wrist 
does it today! 


Yesterday's pump handle is re- 
placed by today’s flick of a fau- 
cet. Modern techniques and 
machinery produce clear and 
sparkling water just as new tech- 
niques and machines produce 
more sparkling diamonds. 


Baumgold has paced this prog- : 
ress for almost 60 years, pio- 

neering in the development of 

cutting techniques and market- 

ing methods that both maintain 

the preciousness of diamonds 

and increase their saleability. 

Examples: Baumgold Brothers’ 

Circle of Light and Jager Blue 

diamonds. 


PACING THE PROGRESS OF THE DIAMOND IN- : 





tion, Ltd., with Ch. Danieli as director and Elie- 
zer Mazur as president, represents the diamond 
industry in all transactions dealing with banks, 
institutions and the Diamond Trade Union. It 
participates in collective bargaining with the 
Union and in such varied problems as securing 
foreign currency from the Government’s Dia- 
mond Control Department for diamond export, 
and revolving short term working credits from 
both the Government and the banks. 

To keep the industry abreast of happenings in 
the industry throughout the world, it publishes 
a booklet eight times a year with mining news 
from all areas, local factory problems and prog- 
ress, import and export data, and excerpts of 
diamond articles from publications in other lands. 
As liaison between its 83 member factories and 
the Diamond Trading Corporation, it annually 
reviews their requirements from the Syndicate 
of quantities, qualities and sizes of rough. 

In 1952, the Diamond Manufacturers Corpora- 
tion was formed to serve the small factories, 
with Chaim Rosen as its present chairman. 

Also unheralded but very vital are Israel’s 
scientists who are busily engaged in fathoming 
the mysteries of the diamond. 

On this subject, I had an interesting interview 
with Prof. Ernst Alexander, Dr. Abraham 
Braner, and Mordecai Beytan, assistant dean— 


all connected with the Department of Physics of 
the Hebrew University in Jerusalem. 

In the Optica Laboratories, Professor Abraham 
Halperin and J. Nahum are conducting research 
on the little known optical and electrical proper- 
ties of the diamond. It is believed this investiga- 
tion is important for the development of the solid 
state theory in general, and more particularly for 
further understanding of the theory of the stru- 
ture of diamonds and the defects involved. 

In the X-Ray Laboratories, Professor Alex- 
ander and Dr. B. S. Fraenkel have developed a 
double reflection camera for x-raying crystals, 
similar in effect to the reflection of ordinary light 
by two successive mirrors. It had been common 
knowledge that diamonds fall into two groups, 
each differing in optical properties, hardness and 
conductance. But how their crystal structures 
differed had not been known. This new x-ray 
method has enabled them to determine this dif- 
ference. 

In the Microwave Division, Prof. W. Low and 
a group of his scientists have pioneered investi- 
gations that have led to the development of a 
program for the study of impurities in natural 
and artificial gems, including diamonds. Because 
it is suspected that a number of colored diamonds 
may contain minute quantities of impurities, the 
location and bonding of these impurities within 
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the crystal lattice of the diamond is one of the 
objects of this study. 

The Government’s Pituach Diamond Research 
& Development Co., Ltd., is conducting its own 
diamond research. It has commissioned the serv- 
ices of the Economics & Engineering Co., whose 
director is 32-year-old Raoul Pollak. Formerly 
from Yugoslavia, he is the only surviving member 
of his family. After fighting Hitler for three 
years through the Yugoslav underground and be- 
ing wounded four times, he migrated to Israel 
in 1949. 

Mr. Pollak and his staff are currently working 
on two projects. The first is the development of 
simple detection methods and instruments that 
every jeweler can easily use to identify genuine 
diamonds, artificially colored diamonds, and syn- 
thetics. The second is to determine the compara- 
tive qualities and effectiveness in cutting gem 
diamonds of powder made from natural diamonds 
and that derived from man-made diamonds. 

Israel has developed and, in fact, is already 
exporting a simple, low-cost instrument by which 
jewelers can authentically determine if a blue 
diamond is genuinely so or artificially colored. 
Into this electronic diamond discriminator may 
be clamped a complete piece of jewelry, setting 
and all. An indicator lights up if the diamond is 
of a natural blue color. jd Oe 
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ALADDIN'S LAMP IS NO WAY 
TO PRODUCE KARAT GOLD 
SUSPENDERS FOR AN ANX- 
lOUS CUSTOMER. IF YOU 
DON'T STOCK THIS UN- 
USUAL ITEM. WHERE DO 
YOU TURN TO LOCATE THE 
NEAREST SOURCE OF SUP- 
PLY? THE JC-K JEWELERS’ 
DIRECTORY ISSUE, OF 
COURSE! USE THE "“COM- 
PACT INDEX" TO DETERMINE 
ON WHAT PAGE SUPPLIERS 
OF THIS UNUSUAL ITEM ARE 
LISTED. PIN-POINT THE PAR- 
TICULAR SUPPLIER YOU 
WANT TO CONTACT, LOOK 
IN THE "YELLOW SECTION" 
FOR HIS COMPLETE ADDRESS 
AND PHONE NUMBER AND 
GET IN TOUCH WITH HIM. 
THAT'S THE EFFICIENT WAY 
TO KEEP CUSTOMERS HAPPY 
WHILE MAKING EXTRA 
MONEY. 























Originally established 1866 


Kahn- Jacobson , |ne. 
DIAMONDS 


608 Fifth Avenue, New York 20, N. Y. 


Formerly 
L. & M. Kahn & Co. Telephone CIrcle 65-4313 


and 82/84 Holborn Viaduct. Londen 
Jacobson Bros. Diamond Corp. Cable Address: “Redlace” New York 
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SERVICING 
ELECTRIC 
CLOCKS 


Millions need to be repaired and every 


watchmaker should know what to look for 


By HEN?Y %. FRIED 
JC-K Horological Consultant 


® MANY WATCHMAKERS, even 
those who have worked on clocks 
and watches for a number of 
vears, are stumped when it 
comes to servicing electric 
clocks. This is understandable, 
since the repair of an electric- 
ally powered clock requires a 
knowledge of electricity as well 


as horology. But with the ever- 
growing popularity of electric 
clocks, it is becoming increas- 
ingly important that watch- 
makers know how to pinpoint 
and correct the various malfunc- 
tions that develop in these 
models. 

Basically, electric clocks are of 





Figure 1. To clean open unit, pry worm pinion from flywheel 
by placing dull cutting pliers at arrow (B). After cleaning 
and oiling, tap pinion back into flywheel’s center ring (C). 





two types, synchronous and bat- 
tery -drive. The synchronous 
type is powered by regular 
household current. A _ battery- 
driven type, as the name im- 
plies, is powered by a battery. 

When an electric clock fails 
to operate correctly, there are 
several courses of action that 
can be taken to get it back into 
working order. 


Synchronous Clocks 


When working on synchron- 
ous clocks, the best procedure 
is the logical one. First, check 
the wall outlet to determine 
whether it is operative. Next, 
examine the electric plug to see 
if it is connected securely to 
the prongs. Then run the elec- 
tric cord over the fingers in a 
bent fashion. This will reveal 
by the sense of touch whether 
there are any breaks in the cord 
under the rubber insulation 
covering. If the trouble still 
can’t be found, connect the plug 
to a current source and check 
the coil. 

If the coil is in good condition 
it will exert an electromagnetic 
force. This can be checked by 
holding a piece of iron next to 
the coil while current reaches 
it. If there is no magnetic pull, 
the coil is inoperative. This may 
be due to a break in the very 
fine copper wire coil, or it might 
have burned out. Sometimes, 


Figure 2. Holes at ‘‘A’”’ will allow 
cleaning fluid to enter unit. After 
oiling, holes are soldered shut. 
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the break occurs at the very end 
of the coil, where the heavy ex- 
tension cord is soldered to the 
coil-ends. The connection can 
be re-soldered, and the ends 
must be securely taped to pre- 
vent their tearing again. 

If the coil does exert an elec- 
tromagnetic force, but the clock 
loses time or does not go at all, 
then the clock is either dry, 
dirty or there is an obstruction 
in the gears. 

Generally, there are two types 
of motors—-the open type and 
the closed, or sealed, unit. Best 
examples of each are the open- 
type Sessions (Fig. 1) with its 
aluminum flywheel and steel in- 
ner ring, and the_ sealed-unit 
General Electric Telechron type 
(Fig. 2). 


Cleaning Methods 

If the Sessions type is dirty 
and sluggish, it can be cleaned 
and oiled in the following man- 
ner: 

Remove the unit by pressing 
inward on its. periphery and 
twisting in a counterclockwise 
manner (the unit is secured in 
bayonet fashion). Remove the 
tension spring. Next, with dull 
cutting pliers grasp the steel 
shaft which extends just under 
the brass worm pinion (arrow, 
Fig. 1-B). Leverage against the 
back of the unit will separate 
the entire worm pinion and its 
steel shaft from the aluminum 
flywheel (Fig. 1-c). The bronze 
bearing can then be cleaned by 
running a soft cotton string 
through the bearing and thrum- 
ming it back and forth. After 
the steel shaft has been cleaned 
and oiled, it can be placed back 
in the bronze bearing and the 
shaft tapped gently to secure it 
firmly to the flywheel. Be cer- 
tain not to separate the alumi- 
num wheel from its brass core. 
Also see that the flywheel is true 
in the flat and that it spins eas- 
ily. 

In the G.E. and similar units, 
the entire rotor and gear mech- 
anism are sealed into one round 


IEWELERS' CIRCULAR-KEYSTONE, SEPTEMBER 1961 


box, with only the driving pin- 
ion protruding. It is best cleaned 
by drilling two !% inch holes in 
the side of the box (Fig. 2). 

After the holes are drilled, 
about 14 inch apart, 90° from 
the driving pinion, immerse the 
unit in a can of clear benzine. 
Then put two fingers over the 
holes and shake the unit so the 
benzine can do its cleansing 
work. Empty the solution and 
refill a few times, repeating the 
process until the solution comes 
out clean. Next, refill with clean 
benzine. This time place the 
unit into its stator magnets and 
with the holes up and the mag- 
net braced (and the outside of 
the unit dried), plug the cord 
into the current. The loosened 
rotor will begin to turn, rotat- 
ing all the gears with it inside 
the box. Since the box is filled 
with cleansing solution, the unit 
will act as its own cleansing ma- 
chine. Let it run for about five 
minutes. Then, discontinue the 
current and empty the benzine. 

If the cleansing action is sat- 
isfactory up to this point, you can 
fill an eye-dropper with about an 
inch of clock oil. This is squirted 
into one of the holes. Care should 
be taken not to get any of the 
oil on the outside of the unit. 
Place the unit tightly in the pro- 
tected jaws of a bench vise, with 
the two holes uppermost. Clean 
the area around the holes thor- 
oughly with a bit of sandpaper 
or a file. Next, apply soldering 
paste or solution and solder the 
holes closed, sealing the unit. 
Excess solder can be removed 
with a rough file. 

Burned out coils must, of 
course, be replaced, and if it is 
too difficult to find the leads, it 
is best to replace the coil. 


Battery-Driven Clocks 

In the case of battery-driven 
clocks, a good voltmeter will tell 
you how much current is left in 
the batteries, the energy of the 
coil and the quality of the con- 
tacts. The Horolovar Co. makes 
such a meter expressly for 


watchmakers who do electric 
clock repairs. In battery clocks, 
where there is a make-and-break 
contact, sparking is likely to oc- 
cur when the contacts part. As 
a result, a carbon deposit may 
settle on the contacts, and act 
as an insulating agent. 

Testing procedures for bat- 
tery-driven clocks are the same 
as those used in servicing syn- 
chronous clocks. Test the coil 
for electromagnetic power, plus 
the mechanical freeness of all 
gears, levels and springs. Also, 
scrape the contacts clean of any 
deposit that could hinder the 
electrical contact. 


Double Checking 


Some watchmakers who repair 
battery clocks tend to check only 
the electrical parts, and neglect 
pivots, bearings, balance pivots 
and jewels. In most battery- 
driven clocks, the electrical parts 
lift a weight which drives a con- 
ventional balance clock or else 
tense a spiral spring which 
serves as the power to drive the 
train of gears and the escape- 
ment. In testing these clocks, 
lift the weight to see whether 
it can run the clock as it was 
designed to do. If it doesn’t, 
clean or overhaul it. Where 
mainspring or spiral springs are 
used, tense them and see 
whether these will run the clock. 
If they do, then test the solenoid 
coil which most often is used to 
lift the weight or tense the 
spring. See whether the elec- 
tromagnetic impulse is strong 
enough to lift the weight as far 
as it should or tense the spring 
to the proper stage. If it isn’t, 
check the batteries for age, leak- 
age or strength. If the batteries 
are O.K., inspect the contact 
points and clean them. If these 
are satisfactory, check the piv- 
otal points or frictional surfaces 
of the impulse or lifting arms of 
the solenoid. Good meters can 
also tell the power output of 
vour coils and inform you 
whether the coils are perform- 
ing as they formerly had. 8 @ 
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By Virginia Dixon 
JC-K display consultant 


Low-Cost Props for 


fall windows 





@® FOR your first Autumn windows, a good idea 
would be to borrow Nature’s paint brush and 
toss a flurry of Autumn leaves across your 
window backgrounds. 

The sketches shown here suggest treatments 
of the same design for a small and a large 
window, a jewelry display and a silver and 
china display. If you have several display win- 
dows, you can give your store front a dramati- 
cally unified appearance by using the same dec- 
orative theme in all the windows. 

Patterns are indicated for the autumn leaf 
cut-outs and for a simple cone displayer for 
jewelry pieces. The merchandise arrangement 
in the large window is aided by the use of a 
new type of display fixture recently put on 
the market which consists of a series of dowels, 
blocks and balls which interlock and support 
glass, plywood or masonite shelves, permitting 
a wide variety of merchandise arrangements. 

This display unit is called ‘‘Create-a-Dis- 
play,” and further information may be obtain- 
ed from the manufacturers, Krimstock Broth- 
ers, 112 N. 9th St., Philadelphia 7, Pa. The 
units which are now available are formed of 
16'% in. dowels, 5/8 in. in diameter and come in 
sets of 72 dowels, 40 blocks and 50 balls for 
$18.95. Homosote shelves, 1% in. thick, 12 in. 
wide, and 22 in. long, are available at six for 
$3.95, but any available shelving can be used 
and for jewelry merchandise, I believe glass 
shelving would be the most attractive. 
want to know how The elevations indicated in the jewelry dis- 

play are wooden cubes or boxes covered in 
to make cones and satin or other fabric. A dark forest green or 
a rich brown would be a good background color 
for these autumn displays. Be sure to use three 
or four bright colors for the leaves and the 
cones. Scatter the leaves across the background 
and floor, pin merchandise to them, tack them 
to elevations and be lavish with them! SS 





leaves? Turn to 


page 114 for ideas 
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HARRY WINSTON, Inc. 
OFFERS YOU 

THE WORLD’S 

LARGEST 

SOURCE 

OF LOOSE 

DIAMONDS. 


MR. VOLUME USER... 


We have geared our operations to you! 


If you buy loose diamonds in quantity, we can offer 
you the world’s largest invevtory . . . an unmatched 
selection of sizes, cuts and colors. 


It will pay you to buy from Harry Winston, Inc., because we 
cut and polish our own rough in our own factories. 


Contact us to see how savings can be effected by buying 
at the source, with a merchandizing program that will 
help you sell faster... at better prices. 


af \ Entrance for Loose Diamond Division 
Ne || ES W. 56th St. 


718 FIFTH AVENUE, NEW YORK 18,N.Y.  _|— el CALIFORNIA OFFICE 
Circle 5-2000 - 443 SO. HILL ST., LOS ANGELES, CAL. 
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quick-and-easy ways 


to prepare leaves and 


fabric-covered cones 


(fall windows, continued) 


@ To make the autumn leaves, coat 
small sheets of heavy paper (heavy 
brown wrapping paper would be good) 
with rubber cement and stretch equal 
or slightly larger size pieces of satin 
fabric in bright red, orange and gold 
tones over the cement-coated paper, 
pressing down smoothly. When the 
cement is dry (and it is very quick 
drying), trace the leaf patterns on 
the paper side and cut out paper and 
fabric together. The paper backing 
will give the fabric body enough so 
that the leaves can be slightly curled Trace leaf pattern, enlarged by squares, on heavy 
to give them a more graceful and paper; cement satin fabric; and cut into ‘“‘leaves.”’ 
natural look and the satin in rich fall 

colors will be a good background for 

jewelry. The leaf patterns can be en- 

larged by squares and in any case do 

not need to be copied exactly. 

@ The cones, which make _ simple, 

colorful units for displaying individ- 

ual pieces of jewelry, can also be 

made by mounting fabric on paper or A flat cone for necklace display, starts as a cir- 
light-weight card-board and cutting cle of velvet fabric, pasted to paper or cardboard. 
them out. To make the flat cone for 
showing necklaces, use a complete cir- 


cle, cutting into it on a radius as in- 





dicated in the sketch. Lap over the 








cut edges and fasten with gummed 





tape or staples. 


@ For more pointed cones, use a half- 





circle or a quarter-circle. The length 
of the radius of the circle will deter- 
mine the height of the cone. The very 
pointed cones are good for rings. 
If you wish to make a pointed cone, for ring dis- 


ae 68 play, begin with a half circle or quarter circle. 
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GOOMYSGNN @ GOOMYIGNN 


No. 5620G and Ne. $620GW2 
14K white or natural gold 
(Enlarged to show detail) 


No. $320G2 and No. 3320GW 4 
14K white or natural gold 
(Enlarged to show detail) 


FAST SERVICE—Wherever you are, 


we are only a few air hours away. 








Selling diamonds is 


NO PICNIC! ; 


There is no truly easy way to sell diamond rings. But we, and our 
Gomez dealers, know from long experience that one way is best. 

Lookers become buyers when they find what they are looking 
for. Today’s enlightened young people seek the best—nothing less! 
Woe unto the cynical jeweler who belittles their good judgment! 

It is not by chance that Gomez diamond rings are featured by 
retail jewelers from coast-to-coast who cherish their own fine repu- 
tations, respected for generations in their communities. 

Gomez always is interested in acquainting responsible retail jewelers 
with our superbly styled quality creations. 





FREE MATS 


No charge for small space 
selling ads to run with your 
name in your local paper. 


- 
MANUFACTURING 
ern COMPANY 
JEWELERS - IMPORTERS OF DIAMONDS 
657 Mission Street + San Francisco 5 * YUkon 2-6828 


cAmerica s oYost Beautifully Styled Diamond Rings 


BY MARCE 


. nature's wonders: 
an inspiration for fine 
jewelry . . . the diamond ring 
at top left, glowing like 
the setting sun... 
the large pearl in the 
ring at top center, 
shimmering among baguette 
and round diamonds in 
emulation of a full moon 
nestling in the clouds... 
lily petals . . . floral scrolls 
.@ peacock tail... all 
captured in the enduring 


beauty of diamonds... 


The Sun, the Moon—and Diamonds 


Members of JC-K's Creative Designers’ Panel present contemporary 
ideas in custom jewelry design on this page each month. Their sugges- 
tions will assist jewelers in the design and sale of custom work. By 
removing these plates as they appear and assembling them in a folder, 
the reader can have available examples in wide range of styles to show 
a customer seeking a special order. Our designer this month is Marcé. 
(See page 126 for a brief summary of Marcé's background.) 
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SEY 852 WITH HALF CARAT DIAMOND 
THREE HUNDRED FIFTY DOLLARS 


Pema GoA GE MEN FT A N D WE o N G R N G $ 


TRAUB MANUFACTURING COMPANY @ 1934 McGRAW AVENUE @ DETROIT 8. MICHIGAN 


MBER 


























by Dr. Frederick H. Pough 
JC-K Gemological Consultant 


THEY DO IT 
WITH 
MIRRORS 


Searching for extremely pure synthetic 


ruby and sapphire, the Air Force de- 


velops a high-temperature ‘‘clamshell 


arc furnace’ 


® THE AIR FORCE, several months ago, announced 
a diamond-growing project in which heat and 
pressure were combined by a novel tetrahedral 
press to produce at the very outset crystals com- 
parable to those made by General Electric. 

Now, the Office of Aerospace Research an- 
nounces from the Air Force Cambridge Research 
Center Laboratories in Bedford, Mass., a new 
synthetic crystal-growing device invented by 
George P. Ploetz and called the ‘‘Clamshell Arc 
Furnace.” 

The new furnace was evolved by Mr. Ploetz as 
a possible solution to one of the laboratory’s re- 
search problems. Its purpose is to obtain light- 
amplifying crystals called “lasers” (as a micro- 
wave amplifying device is called a “‘maser”) which 
require excess-oxygen-free, very pure, synthetic 
ruby crystals. The furnace must be in a vacuum, 


Close up of the image chamber which grows gem crystals 
by focusing intense heat on a seed crystal. It is enclosed 
in the ‘“‘Clamshell Arc Furnace’’ described in text. 





you can 


BE A TOP 


DIAMOND 


SALESMAN 


...we teach you how! 


Learn at home NEWEST methods 
of effective diamond buying, 
grading and appraising. 


MORE SALES—BIGGER SALES Whether you are an experienced 
jeweler, new store owner or jewelry salesman, in a few short months 
you can be stimulating more interest in diamonds, closing more sales, 
and making bigger profits. We teach yeu the latest methods, proce- 
dures and ideas in handling, promoting and selling beautiful high- 
profit merchandise. Our professional home study course brings the 
experienced jeweler up-to-date — starts the beginner right. 


BETTER BUYING We show you how to buy gems for profitable resale 
in your type of store. You will learn the processing of diamonds, their 
key properties and pricing of both rough and cut stones. We teach 
you the importance of the diamond market, price controls and the 
effect of the cutter’s policies on price. Plus many other vital and 
interesting facts on profitable buying. 


ACCURATE APPRAISING —USING REAL DIAMONDS bur unique 
home-study course features practical experience in diamond grading 
and appraising, using actual gems supplied by us. You will learn how 
to establish a profitable sales building appraisal service. We teach 
you how to detect substitute stones, treated diamonds, etc. 


ADD REAL ENJOYMENT TO YOUR WORK As you broaden your 
knowledge of diamonds and other gems, achieving acccuracy in grad- 
ing and appraising, you will add to the dollar-and-cents value of your 
GIA training the satisfaction of knowing that you are increasing your 
own knowledge and independence on a sound professional basis. 


GAIN CONFIDENCE IN OVER-THE-COUNTER SALES When you 
have become a fully trained recognized diamond man you can render 
a truly professional service to customers. You will find new confidence 
in dealing with people in this fascinating world of precious gems. 


HOME STUDY IS IDEAL FOR JEWELERS Few progressive and active 
owners, managers or salesmen have the time to leave their businesses 
and responsibilities to aftend classes for the months needed to keep 
up-to-date with this vital new training. That is why GIA offers the 
same practical comprehensive instruction, as in our resident courses 
—to be completed at home without interrupting your other work. The 
instructional material consists of illustrated assignments supple- 
mented with diamonds, colored stones, price charts, color plates, 
tables and other study aids. Your progress is checked every step of 
the way with questionnaires and examinations —designed to help us 
teach you better and to make sure you understand every lesson. 


Write TODAY for complete infor- 


mation on GIA courses and FREE color 


plate showing 30 gems tin full color. 


Gemotocica Institute of AAMERICA 


11940 San Vicente Bivd. - Dept. C-61 
Los Angeles 49, California 


IRCULAR-KEYSTONE, SE 


EASY-TO-UNDERSTAND ASSIGNMENTS 


Each lesson in your GIA course 
features easy-to-understand 
instructions, illustrations, and 
other interesting study aids. 
Your training starts with indi- 
vidual attention and this per- 
sonal help continues through- 
out your course. 


WE TEACH YOU QUICKLY AND EASILY You learn 
at your own pace—in your spare time. If you can 
complete just a single lesson each week, you will 
have completed your diamond course in only 44 
weeks. Most students, however, complete at least 2 
of these fascinating and practical lessons weekly. 


YOU GAIN NEW PRESTIGE Your G.1.A. training and 
the recognition that results from it will increase the 
public’s respect and confidence in you and your firm. 





TYPICAL COMMENTS FROM SUCCESSFUL JEWELERS 

who have won G.I.A. Diplomas... 

“especially in buying, the course has saved me as 
much as it has cost” H.H.P. 

‘helped me make diamond sales” J.0.B. 

‘a substantial increase in profits” D.E.M. 

“G.LA. has meant extra sales, new prestige” C.B.T. 
“much easier to make an important sale” T.A.C. 

“up to date, practical, clearly expressed — expertly 
trained instructors” G.R.A. 

“my stepping stone to opportunity” L.D. 

“G.LA. put our 40 year-old firm back in the diamond 
business” N.S. 

“increased my income 50%” G.H.S. 


Gemological Institute of America 


11940 San Vicente Blvd., Los Angeles 49, Calif. Dept. C-81 


Please send free and without obligation full infor- 
mation on your G.I.A. home study courses PLUS 


gem color plate. 
NAME — 


ADDRESS —— atest 


|, — 








NERT GAS ENTRANCE 
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Cross section of image chamber showing salient features. 


yet produce as much heat as a Verneuil burner. 
Obviously, an’ oxyhydrogen flame would be inimi- 
cal to a vacuum. 

One can visualize the new furnace in its sim- 
plest state as containing the boule-growing bin and 
pedestal combination enclosed in an evacuated 
container. It must be heated by some device that 
would concentrate all the heat at one spot on the 
pedestal. What would be more logical to do this 
than a sun furnace? It is designed to focus heat 
in one spot, leaving the balance of the area cool. 
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The disadvantage of a sun furnace is that it must 
steadily follow the path of the sun, and it will 
work only on clear days. In Massachusetts the sun 
is not considered very dependable. 


“Thermal Imaging” 

A more reliable modification utilizes the same 
principle, but substitutes a carbon arc for the sun. 
This has other drawbacks, however. For one thing, 
the large shadow cast by the boule-growing ap- 
paratus seriously reduces the amount of heat that 
can be delivered. The need for a continuously up- 
right position, to make the alumina powder fall 
by gravity on the pedestal, likewise makes a prob- 
lem; obviously the mirror should be aligned to 
insure a continuous shower of particles on the 
same spot. 

To resolve these problems a furnace was de- 
signed that would develop the high temperatures 
under constant, controlled, laboratory conditions. 
The solution was thermal imaging. The principle 
is very simple. In a searchlight, a filament or a 
carbon arc is placed at the focal point of a parab- 
ola, and the light from the arc is reflected as a 
narrow beam of parallel rays that continue, with- 





Overall view of the ‘“‘Clamshel!l Arc Furnace’ used by the 
Air Force in its crystal-growing project in Bedford, Mass. 
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IMPERIAL CULTURED PEARLS 


Complete Package Insurese PROFIT DOLLARS 


Thousands of jewelers from coast to coast profits—a good way to start is to ask your 


have found the Imperial Cultured Pearl Imperial representative to see the new 
complete package brings in added profit Imperial Cultured Pearl promotion kit, or 
dollars. Hop on this band wagon to bigger better still, write Imperial for a kit today! 


IMPERIAL PEARL SYNDI CATE, INC. world's largest House of Cultured Pear!s 


NEW YORK CHICAGO DETROIT LOS ANGELES TOKYO 
681 Fifth Ave. 5 N. Wabash Ave. 914 Michigan Theater Bidg. 607 S. Hill St. 45, Aka Saka Shinsakamachi, Minato Ku 
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BADEN & FOSS CO. 


New York Cit 
gee ns MORRIS SHAPIRO 


New York City 


K. POLISHOOK & SON CORP. 
New York City 


THE 
OVAL 
e OF 
DISTINCTION 


THE IRVRING CO. 
New York City 


KASPAR & ESH INC. 
New York City 


KARLAN BLIECHER 
New York City 


Stars 


Rich, brilliant Linde 
Stars, set in superb 
wees ag 23 settings in gold and Chicago 
a we» platinum by leading 
» manufacturing jewelers. 


For further information 
on Linde Stars, retail 
Selling aids, displays 
and full color sound 
film, Write to: 


BARNETT SHORR, INC. 
New York City 


KINBERLY GEM CO. 
New York pe 


DURAFFOURG ¢6"" 


Foremost distributor of Linde Stars and Linde Synthetic y CO. 
576 FIFTH AVENUE,NEW YORK 36,N.Y. JUDSON 2-2922 


LINDE STARS’ AVAILABLE FROM THESE LEADING MFRS.: 


New York City: R. Abrahams—S. Abramson—Alsan Mfg.—Beckerman & Lerner 
—Belenky Bros.—A. Bogosian—M. Boner Co.—J. L. Brandt—Jacob Cohen & Sons— 
Crest Jewelry—Davidson & Sons—i. Draizen—Feature Ring Co.—J. & H. Flyer 
——M. Fiyer’s Viroy Co.—H. Freeman—Glenn-Barry—M. L. pee gue “TBO pa 
Gerson—Joseph Gross—M. Kaplan & Sons—David Karp Co.—J. Kir Co.— 
Knight Mfg. Co.—Charies Mengel—Lehenerin Ring Co.—Melart Co. aidadon 
Jewelry Co.—Mereury Ring oe. —P. & S§. Creations—Padrusch Bros.—S. 
Piatzer Co.—Morris Rubin— . Jewelry Co.—David Sarkin—Wm. Sehneider 
—M. & WN. Silvers—Skalet 
Chicage: The Bali Co.— 
penheimer—B. Leader—Lossau 
Waltham Watch Co. 
indianapolis: Goodman & Co. Attleboro: L. G. Balfour Co. 

St.Louis: Kinsley & Sens. 

Newark: Church & Co—F. & F. Felger—Jabel Ring—Jones & Woodland— 
buses Bemick 

uffalo: enstoc ing Mfg. Ca—The Sernere Co.—Block n _—_- 
Bock-Lewis Co.—Clark Ring—M. A. Reich Co.—Star Ring Mf - Be. - - 
Cincinnati: |. B. Goodman Co.—The Victor Go. 

Cleveland: Fratianne Mfg. Co. 

Philadelphia: Jules C. Abercauph—B. F. Brogan—S. Lesse & Sons—E. Tinkieman. 
Pittsburgh: J. B. Bernstein—Helm & Hahn Co.—The House of Kraus. 
Providence: Bojar Co.—Dieges & Clust—Dollan & Bullock—The Samsan Co. 
Boston: Finn Bros. Qwatonna: Josten Mfg. Co. Denver: Padiler. In 


Kramer—Nathan & Berg—wHarry Rotter— 
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e 
B. TANENBAUM & CO., INC. 
Buffalo 


HENRY MAYER CO., INC. 


out spreading, for an indefinite distance. If this 
bundle of rays were to soon strike a facing iden- 
tical parabolic reflector, they would be reversed in 
direction and be focused at a focal point in the 
same relative position as that of the carbon arc 
producing the light in front of the second reflector. 
There the light beams would appear to recreate 
the original light source as a “real image.” Any- 
thing placed at this point, if it interrupted only 
a few of the rays, would become intensely hot, ap- 
proaching the temperature of the arc itself. 

This, then, is the principal of the “clam shell 
thermal imager.’ Working with Peter E. Glazer 
and the Arthur D. Little Co., Mr. Ploetz developed 
both the furnace and a vacuum hemisphere. The 
apparatus permits the synthesis of extremely 
pure crystals. The growing boules are completely 
free from any danger of contamination, even of 
dust from the air. 

The clear, glassy, evacuated hemisphere is made 
of fused silica, a sturdy, melted quartz glass, 
capable of withstanding violent heat shock. So 
long as nothing to film the clear inner surface of 
the hemisphere escapes from the material being 
heated, the dome remains clear and the light pen- 
trates and is concentrated at the focal point. One 
dome has even been made with an inside “wind- 
shield wiper” to remove slight clouding. 

The original model of the double-parabola fur- 
nace was adapted from a pair of searchlight re- 
flectors, placed face to face and separated by 
enough distance to allow working room and acces- 
sibility. It is the old and well-known principle of 
a carbon-are imaging furnace, a tool of high tem- 
perature research for nearly 100 years. Subse- 
quently it was found that for this project the 
furnace would be improved by changing the posi- 
tion of the mirrors to horizontal. The dome with 
the sapphire to be heated could be introduced 
from below through an opening in the lower mir- 
ror. The latest model embodies this change. 

However, in experimenting with the parabolas, 
Mr. Ploetz also found that changes could be made 
in the location of the light source, which, natu- 
rally, were followed by a shift in the location of 
the illusory ‘‘real image.’ When the source was 
placed right in the are of the parabola by cutting 
an aperture in the mirror, or behind it, so that 
the source focal point lay behind the facing mir- 
ror, the real image came out the other side. It 
seems to come through the matching aperture in 
the first reflecting mirror. In other words, the 
two parabolic mirrors are so close together that 
their focal points lie in the centers of the opposite 
mirrors or even a little behind. This has the ad- 
vantage of making the focal points external to the 
pair of reflectors. 

It was also found to create a remarkable illu- 
sion. By recreating the real image of an illu- 
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minated object, the inventor made a little globe 
appear to lie in the aperture. As one looks at it, 
it seems a solid, tangible, three-dimensional ob- 
ject, resting right there in space, but when you 
put your hand out to touch it, there is nothing 
there. At the moment there is no commercial use 
for this invention, other than as a display or for 
the furnaces here described, but some things have 
suggested themselves. One possibility is to re- 
duce the size, and make a cigarette lighter, re- 
creating a real image of an electric light bulb, 
glass, filament and all, making an image of the 
bulb in space. A cigarette can get a real light by 
going through the imaginary glass and touching 
the imaginary filament. 

The current use for this clever device is the 
double clamshell furnace, a “‘compound thermal 
imager.” Since the image can be made external, 
by an inch or so, it is possible to set up a second 
pair of parabolas, back to back, and make over- 
lapping images from each side. This creates a 
slightly larger and a much hotter working area, 
for there is no cool back to conduct away the heat 
absorbed on the front. This is the newest modifica- 
tion of the arc-imaging furnace and should lead to 
further improvements by bringing the working 
area outside the parabolas. 

To the jewelers, the new furnace is of little im- 
portance at the moment, but it may ’ Prov e valu- 
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able later on. It will permit the Air Force to grow 
crystals that are purer than anything commer- 
cially available or possible with the previously 
adequate Verneuil system. The Air Force is con- 
tinuing its search for new and better ways of 
growing better and purer synthetic crysta's. This 
vear the furnace with the external image is new, 
the vacuum dome is new, the horizontal furnace 
is new, and soon a working double ciamshell, 
compound thermal imager will be new. All to- 
gether they make a fascinating new piece of 
equipment for a crystal farm, growing crystals 
unlike nature’s own. 

We can add for the jewelers one further bit of 
news with respect to the diamonds. Progress has 
been slow, for when it became certain that dia- 
monds that were at least as good as General Elec- 
tric’s could be made with the cheaper tetrahedral 
anvil press, it became necessary to make the sys- 
tematic trial runs, experiments and catalyst mod- 
ifications essential to a proper control of the 
process. It is important to learn all about critical 
temperatures, possible mixtures, heating and cool- 
ing times and techniques before going back into 
simple diamond production. It should be remem- 
bered that the Air Force Laboratory’s goal is not 


just the manufacture of diamonds, it is the per- 


fection of a method by which large pure crystals 
will eventually result from every run. 
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SHOULD 
CREDIT FEE 
BE SHOWN 
IN SIMPLE 
ANNUAL 


INTEREST? 


by WILLIAM WAGNER 
JC-K Credit Consu!tant 


@ SOMETHING NEW has been added to the original 
Douglas Bill in order to assure full disclosure of 
the cost of installment credit to the consumer. 

The new proposal (Senate 1740, introduced 
April 27) expands some of the provisions of the 
Douglas Bill and adds some new ones to insure 
blanket coverage of all credit transactions. The 
bill bears the appealing ‘““Mother Hubbard”’ title, 
Truth in Lending Act. 

[t pin-points the method, the time and the place 
for disclosing the cost of financing a credit trans- 
action, whereas the old bill merely required full 
disclosure in writing. The powers delegated to the 
administrative agency are spelled out and are 
more far-reaching than those provided by the 
original Douglas Bill. 

An entirely new provision in Senate 1740 at- 
tempts to reconcile the proposed Federal law with 
full-disclosure statutes already enacted at the 
state level, while other changes and additions ob- 


124 


viously seek to remove any and all limitations on 
the kind and type of consumer-credit transactions 
to be covered by the bill. 

The “Truth in Lending Act” was introduced 
by Sen. Paul H. Douglas of Illinois for himself 
and 21 other members of the United States Sen- 
ate. The old bill, which got its name from its 
author, was introduced by Senator Douglas for 
himself and 17 other Senators. In both instances, 
sponsorship of the proposed legislation crossed 
party lines. 


What the Critics Say 

Representatives of retailing and _ financing, 
speaking for themselves only, lost no time in 
reacting unfavorably to the full-disclosure re- 
quirements of the “Truth in Lending Act.” They 
were in agreement in saying that 1740 has all 
the weak, impractical and objectionable features 
of Senate 2755, better known as the Douglas Bill. 

Two features of the “Truth in Lending Act,” 
one new and the other lifted almost without 
change from the old Douglas Bill, were singled 
out for special criticism: 

1. The method, time and place for disclosing 
financing costs, it was emphasized, would inter- 
fere with conduct of established credit business. 
If a bank or a finance company were involved in 
the extension of credit, compliance with the re- 
quirements of the proposed law would be virtual- 
ly impossible. 

2. In the use of revolving credit and in making 
add-on sales, it was pointed out, the new bill in 
no way overcomes the impossibility of calculating 
financing costs in simple annual interest rates 
as related to unpaid balances on obligations. 

Condemnation of the new bill also was based 
on its failure to recognize that costs and risks 
involved in installment and_ revolving-credit 
transactions are vastly different from those in- 
curred in low-risk, low-dollar-average, one-shot 
money lending. An annual interest rate, there- 
fore, would be an unfair and inaccurate descrip- 
tion of these service charges. 


A Threat to the Economy? 

Enactment of Senate 1740, according to the 
wording of the bill, will place Congress on record 
as declaring that— 

1. Stabilization of the country’s economy is 
threatened when consumer credit is used exces- 
sively for the acquisition of property and service. 

2. Excessive use of consumer credit frequently 
results from lack of awareness of the cost of 
credit to the user. 

3. Full disclosure of the cost of credit will pre- 
vent uninformed use of credit to the detriment 
of the national economy. 

4. “Creditor” means any person engaged in 
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the business of extending credit (including any 
person who, as a regular business practice, makes 
loans or sells or rents property or services on a 
time, credit, or installment basis, either as a prin- 
cipal or an agent) who requires, as an incident 
to the extension of credit, the payment of a 
finance charge. 


Power to Administrate 

The Board of Governors of the Federal Reserve 
System is designated by the bill as the Govern- 
ment agency which will administer the “Truth 
in Lending Act.” The wording of the bill gives al- 
most unlimited powers, both executive and legis- 
lative, to the administrative agency. That is 
shown by the opening sentence of the power-del- 
egating provision: 

“The Board shall prescribe such rules and reg- 
ulations as may be necessary or proper in carry- 
ing out this act.” 

The “Fed” would have power to exempt from 
the requirements of the “Truth in Lending Act” 
any credit transaction, or class of transactions, 
which it might deem to be effectively regulated 
under the laws of any state so as to require dis- 
closure by the creditor of the same information 
as is required under the proposed act. 

In connection with the foregoing, it is notewor- 
thy that at least 14 states have so-called “‘full-dis- 
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closure statutes.” But it is doubtful if even one of 
these states requires disclosure of finance charges 
in simple annual interest rates as related to un- 
paid balances on obligations. It may be assumed, 
therefore, that in the event the new bill becomes 
Federal law, few, if any, of the present state sta- 
tutes will entitle a creditor to exemption from 
the “Truth in Lending Act.” 

It may be implied from the tenor of the “Truth 
in Lending Act” that so far neither state legisla- 
tive bodies nor retailing and financial interests 
have made substantial progress toward finding 
answers to, and solutions for, the complicated is- 
sues and problems arising out of the wide ac- 
ceptance of consumer credit as an American way 
of life. If business has moved ahead from the 
stand it took during the extensive hearings about 
a year ago on the Douglas Bill, Senate 2755, its 
movement is a better kept secret than the activi- 
ties of the Central Intelligence Agency. 


Same Cake But More of It 


The new bill is the old Douglas Bill, except 
there is more of it. Senate 1740 attempts to spell 
out and to clarify the purposes and the objectives 
of the legislation. But there remains ample room 
for the challenge by the opposition that the 
“Truth in Lending Act” will go farther as a 
means of propagandizing than as acceptable evi- 
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dence of constructive thinking and realistic law- 
making. 

Although the Senate Banking and Currency 
Committee made no official announcement regard- 
ing hearings on Senate 1740 when the bill was 
referred to it, a sub-committee of that committee, 
it is generally accepted, will hold hearings to pro- 
vide a forum for publicly supporting and oppos- 
ing the “Truth in Lending Act.” While much of 
the testimony which will be given at committee 
hearings no doubt will be a repetition of the evi- 
dence taken at hearings on the Douglas Bill, the 
reiteration of views, opinions, and prejudices 
will prove educational and informative. 

Consumer credit bulks too large in the national 
economy to be shunted to a sidetrack. Every line 
of retail business, as well as banking and financ- 
ing, now has a stake in the use of consumer cred- 
it. There no longer can be such a thing as individ- 
ual-business aloofness regarding the use of con- 
sumer credit. No matter what the level of mer- 
chandising or lending may be, it is affected direct- 
lv or indirectly by the extensive use of credit by 
the consumer. 

The effective date of the proposed “Truth in 
Lending Act” is fixed by the bill as Jan. 1, 1963. 
That far-off time implies that for the next 12 
months, maybe longer, the halls of Congress will 
be available and usable as a platform for launch- 
ing arguments for and against an accepted Amer- 
ican way of life which needs to be rescued from 
floundering in an economic swamp and wander- 
ing in a legalistic jungle. i me | 





The Man Behind the Designs 


Marcé, the member of JC-K’s crea- 
tive Designer’s Panel whose latest work 
is shown on page 116 of this issue, has 
been busy in recent weeks, designing 
what he calls “‘new, unusual and extreme 
effects in watches 
and fine jewelry.” He 
was taught jewelry 
design and painting 
as a youth by Italian 
and Austrian art- 
ists, later studied 
fine arts at Cooper 
Union. Marcé headed 
the design depart- 
ment of William B. Ogush, Inc., of New 
York, for 28 years, and at one time 
headed the Jewelry Designers Guild. 
He now has his own business at 2 W. 
46th St., New York. 
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JEWELER TO THE STARS 


(continued from page 85) 


“One of the first persons who helped me tre- 
mendously was Eddie Cantor,” he recalls. “Eddie 
would always make sure I was called out to the 
studio to show various items to anyone whom 
he thought might want jewelry. 

“Eddie was greatly concerned then whether 
I was making a living, or even if I had enough 
to eat. ‘How is business?’ he would always ask. 
And after a picture scene had been shot. he 
would have me come out and meet the various 
people on the set. He’s one of the finest men in 
the world; a good customer, a wonderful guy. 

‘Another was the late Al Jolson. He once called 
me up about a star ruby ring he wanted—l’m 
thinking back now some 11 years. He wanted 
to know about that star ruby and I told him all 
I could. 

‘*Isn’t nature wonderful,’ he said to me. ‘Nature 
makes everything in a wonderful way—like that 
star ruby. I just wish some of the people I know 
were as perfect as that gem stone.’ 

“T’ve used that remark of his many times in 
sales,” Hime says. 

Kvelyn Lane, onetime executive with the Co- 
lumbia Studio, introduced Hime to such stars 
as Anita Colby, Rita Hayworth, Dorothy Lamour 
and Kim Novak. Miss Novak recalls today that 
“Mr. Hime closely resembled a smalltown peddlar. 
He carried his entire stock of fine merchandise 
in a small satchel.” 

Zsa Zsa Gabor, and her mother, Madame Jolie 
Gabor, have been Hime customers for several 
vears. “Both know and appreciate fine jewelry 
and both are as genuine as the gem stones they 
love and purchase,” says Hime. “In my opinion, 
Zsa Zsa is too frequently exposed to erroneous and 
flamboyant publicity. Much of this may stem 
from the types she portrays in pictures. But, in 
her private life, she is vastly different. 

“Stars are serious. They use a great deal of 
caution and consideration in the selection of their 
jewelry,” Hime says. “They don’t want things 
just to show off with—except from a public-ap- 
pearance standpoint—and the movie directors 
take care of that end. 

“Show people are value-conscious and astute 
when it comes to high-quality jewelry designs 
and purchases. They will choose something which 
will go well with their own personalities and with 
their own particular colorings. They are just fine 
folks. They do not buy for show purposes but for 
their own estates—diamonds for a lifetime. 

‘Bob Hope has bought hundreds of items— 
especially jewelry as gifts for those who work 
with him when he goes on a junket. Back a year 
or more ago, when he went on his tour to entertain 
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servicemen in the Pacific, he had us design special 
gold money clasps. Each carried a relief map of 
the tour area—Korea, Japan, Wake, Hawaii, 
Guam, and each was specially engraved for the 
recipient. 

“This last year, just before he made his Christ- 
mas trip to the Caribbean to entertain service- 
men, he came in to select more gifts for his group. 

“Let me look at cuff links,’ he said. I showed 
him several types. He looked them over casually. 
‘Do you like them?’ I asked. ‘Yes, they are won- 
derful—but I don’t want them, he said. I showed 
him others. ‘Yes, I like that styling—but I don’t 
want them.’ Still others were shown. ‘Beauties, 
but I don’t want them’—and so on down the line 
—‘elegant in design,’ ‘exquisite,’ ‘charming’— 
But, ‘No—I don’t want them.’ 

“Then he grinned and told me just what he 
wanted—cuff links each with little figurine busts 
—a head and shoulder design of himself; one 
to be straight-faced and the other of him in char- 
acter make-up. He knew exactly what he wanted.” 


The Charms of Doris Day 

Doris Day is another of Hime’s “‘star’’ custom- 
ers. He says that “in private life she is rather 
shy and retiring type. She looks and talks much 
like the girl who lives next door. Every year she 
buys a number of special charms which she pre- 


sents to those who have worked with her in pic- 
tures. 

“Greer Garson was in with a guest during the 
height of the Christmas rush and wanted to look 
at diamond bracelets. I happened to be caught in 
my office, eating an ice cream cone. But | came 
out to wait on her with the ice cream melting 
in my hand. I sent out for more cones, and the 
three of us enjoyed the ice cream as we looked 
over the bracelets. Real friendly. 

“The late Fanny Brice was another good friend, 
long before I moved to Beverly Hills. She wanted 
me to call on her late in the evening, after her 
work in pictures. ‘Always make my house the last 
stop,’ she’d say. She always had some other 
women there to look over my line and always 
had something to eat, and she would insist that 
I join them. Then, about 2 o’clock in the morning, 
I would show my jewelry. 

“Phyllis Kirk is one of the most intelligent 
women—loves to converse on the subject of hu- 
manities. She is a small person and likes things 
that are simple and yet important and in good 
taste. 

“Jack Benny is another old customer. He may 
come in with a list of 20 or 30 names—but usually 
does not buy more than a couple of things at a 
time. He loves his fun, and he generally manages 
to arrive here about 11:30 in the morning, just 
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in time for lunch. We kid back and fourth, and one 
time I told him we were always glad to buy his 
lunch—but why didn’t he bring his fiddle once 
in awhile? And don’t you think he didn’t! A won- 
derful star. 

“The late Ward Bond often came in, and would 
talk for hours. He always wanted the very best, 
regardless of cost. . 

“Bob Horton was one who never would say 
‘no,’ but rather that he’d ‘think about it.’ He’d 
never say ‘no.’ ”’ 


Who Needs Windows? 

With his large word-of-mouth clientele, Hime 
feels he does not need a big entrance to his store 
or large window displays. Customers enter from 
a hallway or an office building. The few front 
windows on the street side are well above the 
eyes of passersby, and are generally shaded by 
Venetian blinds. 

Inside, however, it’s a far different story. Hime 
says he likes to regard his salesroom as a sort 
of diamond supermarket. There are open show- 
cases on all sides where customers may browse 
at will and even reach into the cases and make 
their own selections “‘with no one standing over 
them, or breathing down their necks,” as Hime 
puts it. 

The Hime firm maintains a well equipped 
gemological laboratory and is one of the largest 
independent importers of watches on the West 
Coast. Jewelry and gems are imported from all 
parts of the world, and the Hime manufacturing 
and special-order divisions, under the manage- 
ment of Philip Shomer, comprise one of the largest 
users of gold in this area. 

Not only has the firm manufactured more than 
5,000 items in its exclusive designs, but it also 
has designed machines for turning out such items 
on a production basis. 

Hime does no advertising, except for charity 
purposes, when only the words: “Compliments 
of Marvin Hime” are used. With his clientele, 
he doesn’t have to! i es 


OF F-BEAT SPECIALIST 
(Continued from page 101) 


measurable in sales rung up. Some of my cus- 
tomers tell me they were actually forced to come 
in and let the kids play around,” Kunda says. 
“Naturally, the parents feel duty bound to make a 
few purchases at the time,” he adds happily. 

Despite such daring breaks with general custom 
as the baby pen, Kunda never lets Greendale resi- 
dents forget that first, last and always he is a 
jeweler. 

For John Kunda. his daring to experiment has 
brought only success. i es 
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(continued from page 96) 


A plaque containing precious metal or imita- 
tions of precious metal attached to an otherwise 
untaxable desk set, or other article, makes the 
whole subject to tax. However, if you sell an un- 
taxable desk set, or other article, and then on 


special order affix a precious metal plaque, only 


the retail price of the plaque is taxable if the 
price of the plaque is stated separately. 


Religious Articles 


Articles used for religious purposes are not tax- 
able. These would include a rosary, crucifix, chal- 
ice, etc. Other articles, such as buttons, pins, 
medals, ete., which have religious symbols such 
as a cross and crown, used by a religious organi- 
zation as an award in connection with a religious 
program are not taxable provided a statement is 
obtained from the organization signed by an 
authorized person. 

Articles not intended solely for religious use 
such as candlesticks, vases, etc., when used by a 
religious organization for religious use, are not 
taxable. But you must have a written statement 
from the organization certifying their religious 
use. Such statement could be a signed notation on 


the sales slip accompanying the merchandise. 

Many articles purchased by religious organiza- 
tion are not tax exempt. For example: A watch 
purchased for a member of the clergy, a silver 
or silver-plated tea or coffee service for use by 
church groups, or retail sales of awards or prizes 
that have no religious significance although pos- 
sibly given for religious endeavor or activity. 

Religious medals that are ornamented with 
enamel, stones, decorative engraving or engine 
turning, or otherwise designed for purpose of 
adornment are taxable as articles of jewelry. 
Religious medals that are not ornamented and 
that are designed and inscribed to indicate that 
they are intended for religious use only are not 
taxable. 


Surgical Instruments, Etc. 


Surgical instruments, eyeglass frames or 
mountings, made of or containing precious metal 


are not subject to tax. 


Tie Slides, Etc. 

Clasps and slides for western-type string or 
lariat ties are taxable as articles of jewelry 
whether they are made of precious metal or other 
substances. The ties themselves are not taxable 
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Charles F. Crowley Associates 


Management consultants and sales specialists 


to some of the nation’s finest jewelers 
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unless made of, fitted or ornamented with pre- 
cious metal or listed stones. 

If you sell a tie with a slide, it is a combina- 
tion sale and tax is due on the proportionate sell- 
ing price of the slide. 


Trading Stamps 


Jewelry and related articles subject to the tax 
are taxable on the basis of a fair retail value 
when exchanged for trading stamps. 


Unassembled Jewelry 


The sale, to a consumer, of unassembled find- 
ings for an article of jewelry where all of the 
components necessary for the finished article are 
included is subject to the tax. Such sales are tax- 
able whether the components contain precious 
metal or are made entirely of base metals or other 
substances. 


Watches, Clocks 


The tax applies to all watches and clocks, watch 
and clock movements, and watch and clock cases, 
whether they are new, second-hand, or antique, 
whether or not they are in working condition. 
Also, whether the watches and clocks are operated 
by springs, weights, or electrical energy. 

Stop watches or other instruments that give 
only elapsed time and do not indicate the time 
of day are not subject to tax. Watches especially 
designed for the blind are not taxable. 

Watches, clocks, and cases and movements 
which are a part of a control or regulatory device 
are not taxable. For example: A clock thermostat. 

Clocks that can be used to turn on or off radios, 
electrical appliances or defrost refrigerators are 
not considered control or regulatory devices and 
are taxable. 


Watch Repairs 


Watch repairs and the materials used in mak- 
ing such repairs are not taxable. This includes 
such parts as a bow, dial and jewel bearings 
whether they contain precious metal. Zea 


Next month Mr. Burnstine will provide you 
with additional information which, if absorbed, 


will help you avoid the dual pitfalls of both over 


and under-payment of the Federal tax on the sale 
of jewelry at retail. 

In the months ahead JEWELERS’ CIRCULAR- 
KEYSTONE will continue to bring you features 
of lasting value, works of reference which should 


be kept in a readily available permanent file for 


guiding your sales people. 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1961 


pe a oe eee B31 
Start-ller-Necklace of 
“@Orienta”’” Cultured Pearls 





LEYS, CHRISTIE & CO., INC. 


Serving America's Leading Jewelers since 1896 
65 Nassau St., New York 


. . for a supply of the new fast-selling 


Kestenmade watchband creations. 


Cash in on the large replacement market 
open to truly “different” watchband styles. 


It pays to go after the “hot” sellers. 


KESTENMADE 


KESTENMAN BROS. MFG. CO. 
PROVIDENCE 3. RHODE ISLAND. U.S.A 








WHAT PRICE 


by Robert Latimer 


IS RIGHT 
FOR CAMERAS? 


This jewelers’ sales spurted 


after he checked his market 


© DO YOUR CAMERA SALES NEED VITAMINS? If so, 
what are you doing about it? 

White Brothers Co., Inc., New Orleans, found 
that all was not right in their camera department 
a couple of years ago and cured their difficulties 
by the simple expedient, so often preached, so 
little practiced, of studying the market. 

A bit of word-of-mouth research into his cus- 
tomers’ camera tastes indicated to store manager 
Robert Norman that White Brothers’ error lay in 
trying to please everybody, camera “bugs” and 
Brownie buyers alike, with a huge variety of cam- 
eras ranging from simple boxes to expensive 
miniatures. 

He found that the store was “shooting both 
too high and too low,” whereas it should have 
been zeroing in on the middle market, those peo- 
ple able to afford good equipment but whose taste 
runs to the simple, easy-to-operate camera capable 
of taking good, if not professional quality, out- 
door snapshots and flash pictures indoors. 


Out Go the High and the Low 


White Brothers’ camera sales promptly soared 
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when Norman dumped the very expensive and the 
very inexpensive camera lines and concentrated 
on the sale of “‘complete kit’? cameras—packaged 
sets including cameras, flash gun, bulbs, film and 
carrying case. 

To point up both the simplicity of operation 
and the good results to be obtained from his cam- 
eras, Norman instructed all sales help in their 
use. Sales people keep a few snapshots they have 
taken to prove to any doubters that, as Norman 
says, “no degree in photographic engineering is 
necessary” to operate the cameras. Photo above 
shows salesman Bill Seruntine with customer. 

Display methods have also been altered to con- 
form to White Brothers’ new approach to the 
camera market. Instead of lying flat on shelves, 
camera kits are tilted forward at a 45-degree 
angle on heavy wire brackets, enabling customers 
to get a good look at the interior of the kits and 
see the number of items available at the kit price. 

White Brothers’ disclaim any attempt to com- 
pete with professional level camera stores, but 
they welcome with open arms the hordes of ama- 
teurs who want recognizable pictures with a mini- 
mum of camcra know how. gan 
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with GIBSON WEDDING BOOKS 








G 942/72 











G 952/72 MW 2100 ‘Musical: 


G 712 
Display and suggest Gibson Wedding Books to the bride- 
to-be, her family and friends, as engagement or shower 
gifts! Gibson Wedding Books insure safe keeping of a bride’s 
priceless mementos and photographs of engagement, wed- 
ding, reception, guests, gifts, honeymoon, first home. 


Don’t forget .. . Gibson Wedding Books are nationally ad- 
vertised year round in The Bride’s Magazine — each year 
reaching 414 million brides, their families and friends! 


G 842 
A wide selection for the bride, by 
Gibson: phe em Record —. aes bi 4 
Wedding Gift Lists, Guest Books, \aJé f 
Photo Albums, Musical Wedding f THE . ° SOFE ley 
Books, Jeweled Wedding Books, NY NORWALK, CONNECTICUT 
Brides’ Bibles, Brides’ Scrapbooks, NZ Gibson Memory Books .. . don’t forget! 


Wedding Trip Books. For product 
information write Dept. Jj K-922 Showrooms at 225 Fifth Avenue, N.Y. and The Dalias Trade Mart. 





JEWELERS 


By MARIAN ROMANS 


_- 
CY, 
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@) 


“madam” 
blows her 
top 


She has listened attentively to lots of jewelry store salesmen. 


Here she jots down a dozen things they did that kept her from buying 


@ “MAY I HELP YOU, MADAM?” 

The next salesperson who asks me this question when I 
enter a jewelry store may rest assured he has lost a sale in 
advance; I may be unduly finicky but I just don’t like that 
word “madam.” (A friendly hello is so much better.) 

Everyone tells me that I’m pretty good-natured. I hope 
they are right. I seldom get overly annoyed at anyone but 
some jewelry store salesmen have missed a chance to make 
a sale to me because they persisted in some such annoyance. 

‘“‘May I help you, sir?’ is my answer to them. I hope I 
can. Most of the things salesmen do which annoy customers 
are so small they are probably unaware of them. But they 
are annoying, nevertheless, to many customers. 

In almost 20 years of being a customer, here are the sales 
habits that have annoyed me and in nearly every case lost 
the person behind the counter a sale. 


Becoming too personal. I’m not one of those women who 
think that every man who treats them half-way decently has 
ulterior male motives. But I do resent the salesman who 
tries to rub elbows with me while he talks, who tries to 
hypnotise me with a steady piercing glare, who delivers his 
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message right under my nose, or can’t keep his 
hands off me while he is selling. Sometimes, I 
realize, this is sheer friendliness and nothing 
more. But I still don’t like it. 


Doubting my integrity. One approach I de- 
test, and which is all too common implies that I 
wouldn’t be a good mother, wife or homemaker if 
I didn’t buy the item the salesman is trying to 
sell. Maybe some of us aren’t, but practically all 
of us like to think we are. Naturally we resent a 
stranger implying that we have failings. 


The “reference” game. A sure way to remove 
me from a customer list is to use me as a refer- 
ence for your merchandise or store without my 
permission, even though I am thoroughly satisfied 
with both. Another is to have one of my friends 
or neighbors try to convince me of the merit of a 
certain store or merchandise. 


Nervous habits. A lot of salesmen possess 
them, and I’m sure they never realize how in- 
furiating they can be to a customer. One kept 
tugging at his ear lobe all through the sales talk; 
another flicked his tongue over his lips continu- 
ously; still another kept taking things out of his 
pocket and putting them back again. Little man- 
nerisms like these so distract me that I completely 
forget what the salesman is talking about. 


Trying to do two things at the same time. One 
thing at a time, please. If a salesman is going to 
wait on me I want his undivided attention. He 
can’t do justice to my wants while he’s keeping an 
eye cocked out for other trade. I want both his 
orbs focused on mine! 


Running down my “old one.” I’ve had sales- 
men tell me I should have disposed of “‘my old 
one” a long time ago or that “it’s really seen its 
day.” Do they think I don’t know it? Of course, 
I’d like to replace my old jewelry with new but I 
deeply resent the implication that my husband 
and I have been failures because we couldn’t buy 
sooner, and it’s not calculated to make me want to 
buy from the salesman tactless enough to try to 
‘sell’? me in this fashion. 


“IT thought surely you knew.” This is an ex- 
pression that has turned me away from a sale 
time and again in my years as a jewelry store cus- 
tomer. It’s a direct slam at my intelligence. How 
can any salesman expect a customer to react fav- 
orably to such a remark? 


Over-persistence. I know that no salesman 
likes the prospect of spending time on a customer 
and then failing to get results. But he should 
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realize that he can’t expect to make a sale every 
time. The salesman who argues and pleads with 
me after I’ve made it plain I’m not in the market 
and am pressed for time has nothing to gain but 
ill will. 


Giving up on me. On the other hand, time and 
again I’ve had salesmen suddenly lose interest 
in me as a prospect and give me the “rush act” 
to get rid of me. I very seldom buy a major item 
after a few moments of sales talk. Too much per- 
sistence is bad, of course, but expecting me to buy 
at the drop of a hat is even worse. 


Substitution. Rarely do I react favorably to 
being told something else is just as good as the 
item I am seeking. When I ask for a specific 
make and model of something, I don’t want a 
salesman bluntly trying to sell me something I 
never heard of before or which I have no use for 
whatsoever. The salesman who does his best to 
substitute when I ask for a specific item is near 
the top of my list of annoying individuals. 


The “envy” sales technique. Maybe this works 
with some people but it never has with me, nor 
with any of my friends and I see red when a sales- 
man tried it. If he expects me to buy something 
solely to ‘“‘keep up with” someone else, he is wast- 
ing his breath. 

‘““You’re making a mistake if you don’t.” Every 
time a salesman tells me I will be making the 
worst mistake of my life if I don’t buy what he 
is trying to sell, my sales resistance becomes in- 
surmountable. Most people like to be given credit 
for exercising a little judgment on their own. No 
one likes being told she’s a half wit if she dis- 
agrees with a salesman. 


Too much “science.” Salesmen who pour out 
an endless flow of scientific jargon in an effort to 
impress me seldom do so. I think many of them 
feel we women will be awed by such palaver be- 
cause we won’t know what they are talking about. 
But the. are wrong. We read advertising, too, 
study our home making magazines and, believe it 
or not, we know as much elementary science as 
many members of the male sex. 


Some sales people who read this will probably 
label me a crank with whom they wouldn’t want 
to do business anyway. Believe me, I’m not. I 
am that average customer you come up against 
dozens of times a day. I’m the lady who walks 
out without buying and makes you wonder why 
the dickens she didn’t. 


Isn’t it possible that you annoyed me in one of 
the little ways mentioned above and thus killed 
my interest in being a customer that day? S@ 
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CHOOSE FROM / ATTRACTIVE 
PATTERNS AND FINISHES 


PLUS COPPER, GOLD, SILVER 
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Widest selection in folding giftware boxes... 
over 100 sizes. 


@ Expansion style means you stock fewer sizes. 
@ Free imprinting of your store name or insignia. 
@ 10% plus 5% discounts-liberal freight allowances: 


Write for FREE catalog. 
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IS A POPULAR SPORT. RE- 
SULTS, HOWEVER, ARE NOT 
ALWAYS SATISFACTORY. 
DON'T RISK LOSING A SALE 
BECAUSE YOU CAN'T LO- 
CATE A JEWELRY OR ALLIED 
MERCHANDISE SUPPLIER. 
USE THE JC-K JEWELERS’ 
DIRECTORY ISSUE. IT'S WELL 
STOCKED WITH SOURCE OF 
SUPPLY INFORMATION YOU 
NEED (AND CAN EASILY OB- 
TAIN) TO OPERATE AT A 
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BY BILL WAGNER 


Consumer} 
Creelit QUEMes 


Does it pay an average retail jewelry store, 
under prevailing price-cutting, to stock brand- 
name electrical appliances? 

When the price-slashing era in the appliance 
field got under way about four years ago, many 
credit jewelry stores reduced their inventories 
of brand-name appliances or stopped handling 
brand-name appliances altogether. The jewelers 
who continued to handle brand-name appliances 
either met discount-selling competition or sacri- 
ficed sales volume by maintaining the suppliers’ 
nationally advertised prices. 

Replies to a limited number of inquiries made 
recently showed that credit jewelers who were 
meeting discounters’ competition looked upon 
brand-name products at reduced prices as good 
traffic builders. Other jewelers felt that they had 
to give their customers what they asked for and 
stocked brand-name appliances to build and retain 
customer good-will. 

Although credit jewelers’ brand-name appli- 
ance volume hit an all-time low between three 
and four years ago, more recent reports show 
that stores which continued to handle appliances 
mainly as a service to their customers consider 
stocking appliances both necessary and worth- 
while. The answer to whether or not it pays a 
jewelry store to do thus and so in regard to 
brand-name appliances obviously depends more 
on the individual jeweler and store policy than on 
discounters’ price cutting. 

Sizing up the brand-name appliance situation 
about six months ago, the head of a 20-odd units 
chain said: 

“We stock brand-name appliances in all of our 
units. We sell enough appliances at the nationally 
advertised retail prices to justify adequate in- 
ventories. We do not cut prices on brand-name 
products. We have stuck to that policy for the 
last three years. As a rule, our regular customers 
expect to pay the retail prices fixed by well known 
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manufacturers. When a customer objects to pay- 
ing the regular price for a brand-name appliance, 
we explain our store policy of fair prices and no 
price cutting. It then is up to the customer. We 
have lost quite a few brand-name appliance sales. 
But we have made a fair profit on the sales we 
have made.” 


Is it lawful for a merchant to advertise “No 
charge for credit” and “No down payment?” 

If the question was: “Is it good business policy 
to advertise no charge for credit and no down 
payments?” the answer probably should be, 
“Hardly ever.” The legal aspects of this type of 
advertising still remain undetermined. 

It has been accepted, if not legally decided, 
that if a retailer charges cash and credit custom- 
ers the exact same price for identical merchan- 
dise, and nothing has been added to those prices 
to pay all or a part of a credit operation, adver- 
tising “‘No charge for credit” probably would be 
beyond the reach of existing truth-in-advertising 
statutes. 

State legislation has been considered, probably 
enacted in some states, to make it a crime of 
some kind to advertise “No charge for credit” 
and then to cut prices on sales to cash buyers. 
Under some of the retail codes in NRA days it 
was held “an unfair trade practice” te advertise 
no charge for credit. Part of the reasoning was 
that selling on credit was an integral part of 
operating expense. If there have been court cases 
on the point in question, they are not known 
to me. 

If at some future time it should be required 
by federal and state laws that all finance charges 
made in connection with instalment transactions 
be shown as “simple annual interest” as related 
to principal unpaid balances, drastic laws may be 
needed to prevent hiding charges for credit in 
markups. 

“No down payment” is now the rule instead of 
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the exception. Apparently so long as a merchant 
will treat all customers alike in extending this 
privilege, there will be no misrepresentation. In- 
stead of seeking out legal escape hatches in con- 
nection with representations that may be possible 
within the law, it would seem to add up to just 
plain good sense and judgment to stay away from 
advertising that is on, if not over, the borderline. 
The use of “No charge for credit” and “No 
down payment” may be within the law, or may 
be beyond the law’s reach, but it assuredly is 
straining consumer belief in advertising. 


What is considered an adequate carrying 
charge for jewelry-store instalment credit? 

Expenses incurred by retail jewelers in selling 
on instalments are not uniform. Legally fixed 
maximum carrying charges are based on assumed 
average operations. The history of the use of car- 
rying charges by the jewelry trade shows that 
jewelers’ charges for instalment credit have 
ranged from a policy of “no charge for credit’ 
to 1 per cent and more a month on the unpaid 
balance. 

In the instalment field, carrying charges were 
pioneered by the furniture trade. However, credit 
jewelers in the East lost little time in adopting 
the carrying-charge practice. At the outset, the 
carrying charge often was determined by taking 


one-half of 1 per cent a month of the principal 
balance. Some furniture dealers, and also some 
jewelers, applied the service charge to the full 
amount of the selling price. Most instalment con- 
tracts then were written on a 10-month basis. 

Furniture dealers soon learned by experience 
that a carrying charge calculated at the rate of 
one-half of 1 per cent a month on unpaid balance 
was not enough to pay the expense incurred by 
a credit operation. They found that they needed 
from 7 per cent to 11 per cent on 10-month con- 
tracts. Jewelers, as a rule, went along with the 
furniture trade in upping carrying-charge rates. 

More recently, it has been accepted quite gen- 
erally that a carrying charge calculated on un- 
paid balances at the rate of 1 per cent a month 
was needed to pay operating expenses. 

In view of the current agitation for the enact- 
ment of the “Truth in Lending Act,” now pending 
in Congress, it is timely to note that so far no 
states have enacted laws requiring that carrying 
charges be shown in simple annual interest rates 
as related to principal unpaid balances. State stat- 
utes have not gone farther than to require dis- 
closure of carrying charges in dollars and cents. 
In making a charge for instalment credit, a mer- 
chant’s first concern should be to make sure that 
he is in compliance with the laws of the state in 
which he is engaged in business. i es 





APACIFIC. 


SILVERCLOTH! 


After you sell the silver, sell the wrap! 

You get extra profits with practically no 
extra effort! That’s because Pacific Silver- 
cloth is so well known. Your customers are 
pre-sold by Pacific’s national advertising. They 
know Pacific Silvercloth provides positive pro- 
tection against tarnishing. You see, tiny particles 
of silver are embedded in Pacific Silvercloth to 
trap the gases that dull precious silver. Tar- 


nishing just can’t happen! 


Brighten your 


sales picture with Pacific Silvercloth in 
wraps, rolls, bags, chests and by-the- 
yard! And use it to keep the silver 
in your shop gleaming, too! 


WAMSUTTA / PACIFIC INDUSTRIAL DIVISION, 1430 Broadway, New York 18, 
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TABLE TOP FASHIONS 


Franconia’s ““Golden Gem” is on Minuet shape. 
Features lavish gold on rim, border of stippled 
gold, embossed scroll and miniature florals, white 
translucent china. 5-piece place setting, $17.75. 
Herman C. Kupper, 39 W. 23rd St., New York. 


Martini set of 10 pieces has etched hand- 
painted enameled designs with ebony background 
on solid brass. With hand-blown pitcher and 14- 
inch tray, $19.95. Israeli Art-Craft Importing 
Co., 1005 Filbert St., Philadelphia. 


Starkly simple, dramatically white “Silva” has 
rich platinum rim and luxurious fluted edge. The 
Aynsley English bone china retails for $14.95 for 
the 5-piece place setting. Fisher, Bruce & Co., 
219 Market St., Philadelphia. 
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“Calico” is on Lenoglaze, new stain-resistant 
process to give cups hard finish, free of stain. 
Geometrics are in blue, brown and heather on 
white. The 45-piece service for 8, $29.95. Lenox 
Plastics, 4417 Oleatha Ave., St. Louis. 


Bjorn Wiinblad designed this “Constance” 
after-dinner coffee set in Johann Haviland china. 
All-white service of 17 pieces comes in easy-to- 
use reshipper carton, retails for $15.95. Rosen- 
thal Glass & Silver Co., 225 Fifth Ave., New York. 


Franciscan’s “Snow Pine” has pine motif in 
a repeat border pattern of muted grey and beige 
with platinum band. $7.95, 5-piece place setting ; 
$79.95, 45-piece set. Gladding, McBean Co., 2901 
Los Feliz Blvd., Los Angeles. 
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This is the most important machine at Lunt 


Lunt, today, is the largest “all-Sterling” manufacturer in the country. 


We employ the most modern equipment to be had. But we rely, in the 
final sense. on the most ancient method of all: the skill of the human 
hand. For hand craftsmanship is still an absolute essential in the Snautalietn ter senate: anky 
manufacture of Lunt Sterling. Only the experienced hand, the practised, --- only sterling at its best! 
knowing fingers of the expert, can add the human quality of patience. 

the stamp of individuality, the attention to detail that marks every 


item produced by Lunt. 


To a Lunt dealer this quality of hand craftsmanship means a product 
of solid worth that he is proud to display and recommend. To a 
salesperson it means the pleasure of selling a product of genuine beauty, 


good taste, and consumer acceptance. 





LUNT SILVERSMITHS, GREENFIELD, MASSACHUSETTS STERLING 





TABLE TOP FASHIONS 


Pink, lilac, blue and platinum—jeweler tones, 
technique and metals—are combined elegantly in 
new ‘Woodsprite’” which boasts diamond-hard 
glaze, ivory translucence. $19.95, 5-piece place 
setting. Castleton China, 362 Fifth Ave., New 
York. 


Tiffin crystal stemware, White House table 
service for 25 years, is now available to consum- 
ers without Presidential seal. (Both shown.) In 
Early American design, Waterford cutting, list 
price is $78 per dozen. U. S. Glass Co., Inc., 
Tiffin, Ohio. 


“Crowns-in-Crystal,” inspired by French, Eng- 
lish, German authentics, are footed or unfooted, 
and come in clear crystal, ruby, gold and royal 
blue. Decorative and functional, retail from 
$2.60 to $9.50. Fostoria, Moundsville, W. Va. 
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Unbelievably sturdy despite their delicate look 
are the giant-stemmed lead crystal candle holders 
by Riedel of Austria. The candlesticks retail 
from $3.50 to $10, depending on size. Paul A. 
Straub, 19 East 26th St., New York. 


New line of imported crystal Swedish vases 
are crafted in modern shape with stylized de- 
signs borrowed from traditional motifs. Price 
varies according to size, with retail from $4.50 
to $9. Bertson House, 212 Fifth Ave., New York. 


The “Gloucester” pattern, available in blue, 
green, pink, ornaments Spode bone china ciga- 
rette set. Teapot has Evans lighter, $16 retail; 
41% inch ash tray, $2.50; 3-inch urn, $6. Cope- 
land and Thompson, 206 Fifth Ave., New York. 
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OTs ave lacee CLEA lace litem Chics 


by Jerry Gewirtz, JC-K 
Fashions and Gifts Editor 


Elegance and Formality 
Return to Table Settings 


@® ENRICHMENT was the word that most appro- 
priately described the trend up to ’61. But it 
hinted at a return to traditional alone, a pattern 
of living and serving that borrowed strongly from 
the past. 

That this is not necessarily so was underscored 
bv the renewed importance of contemporary at 
the latest home furnishings market—a contem- 
porary that is warm and lavish. 

Some industry prophets foresaw this revival 
of enriched modern, before the strongly tradi- 
tional trends of the last couple of years dominated 
the market. What we believe actually happened 
is this: the devotees of modern never gave up 
their preference for this style; they just had to 
work harder to find contemporary pieces that 
could be combined happily and aesthetically with 
traditional. 

This in effect was probably the impetus for 
the new modern that highlighted the recent mar- 
ket. Rather than adding an antique or an Early 
American unit in an all-modern room, designers 
fashioned their contemporary pieces so they had 
a satisfying nostalgia in appearance. They wed- 
ded the elegance of the old with the fresh, func- 
tional lines of the new. 

The result has been an all-embracing eclecti- 
cism that is already affecting table top fashions. 

For example: Though formal dinner parties 
are practically non-existent, today’s hostess sets 
a most formal table. Casseroles and chafing dishes 
on a buffet side-table offer serve-yourself  effi- 
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TRANSLUCEN* 


take a 
second look 


There's more to this seal than you see at 
first glance. It’s the marking that appears 
only on Royal Doulton’s new English 
Translucent China—the only fine, white, 
translucent English china made to sell in 
the fast growing $9.95 to $16.95 market. 
Customers love it. So will you. Now, with 
ETC and Royal Doulton’s famous bone 
china, one line serves every price range. 
Ask your Royal Doulton salesman about 


new English Translucent China today. 


ROYA L. 
DOULTON 


Doulton & Co., Inc., 11 East 26th Street 
New York City 10, N. Y. 


™ REG. 





1961 figures show Lenox Giftware sales at an all time high. 
Take advantage of the industry's fastest growing giftware line. 
Lenox Giftware is highly profitable because it is pre-sold! 


LENOX CHINA 


GIF TWARE 


This year, Lenox Giftware advertisements are appearing in 
leading magazines which reach over 77 million readers—a 
figure equal to 85% of the female population of the U.S.A. 


men 


Fes AN 2206 











ciency. But when the guests sit down, it is to an 
elegantly arranged table, complete with glasses 
for different kinds of wine. The _ illustrated 
glasses, for example, are by Seneca and were de- 
signed some 10 years ago by Frank Schoonmaker, 
the vintage authority. The company assures us 


that they are really enjoying more popularity 
today and seem suddenly to be wooing more cus- 
tomers. 

After-dinner coffee sets are also enjoying a 
more favorable sales climate. Here again, coffee 
in the living room may be remininiscent of a 
more traditional way of living, but it is especially 
suitable for the hostess who has no domestic help. 
She can invite guests to the living room, avoid 
removing dinner plates, and then graciously serve 
coffee. 

Whether it is the strength of TV, an upgrading 
in living or just the return to the hearth, we are 
assuredly entering a period of more elegant liv- 
ing. Many of the formal serving patterns that 
seem to have hibernated the last few decades have 
reemerged. 

It would be highly advisable for the jeweler 
who handles china and glass to start to move 
some of this merchandise to the forefront. Per- 
haps a promotion for “Expresso Coffee Time,” 
plans for an Irish coffee party or just some at- 
tractive window displays of after-dinner sets 
will alert the customer to this new serving trend 
so she’ll want to participate in it. 


ILLIAMS BUYS LANDERS: The J. B. 
Williams Co., Ine. has acquired Landers, 
Frary & Clark, 119-year-old Connecticut com- 
pany, electrical houseware manufacturers. Mat- 
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thew B. Rosenhaus, president and chairman of 
the board of directors of The J. B. Williams Co., 
was elected president of Landers, Frary & Clark. 
Mr. Rosenhaus has announced extensive adver- 
tising plans to revitalize the Landers operation, 
including TV campaigns through The Lawrence 
Welk Show, Art Linkletter’s House Party, Ted 
Mack Amateur Hour and The Untouchables. 


ENOX WINNER: Brooke Beauchamp, 17- 
year-old high school graduate of Lawrence, 
Kans., was named winner of the seventh annual 


Lenox creative table setting contest. The winner 
over 160,000 home economics students received 
as a prize 12 place settings of Lenox china, 12 set- 
tings of sterling and crystal. Her home economics 
instructor, Mrs. Anna Rowletta, also received 12 
settings of Lenox. 

Miss Beauchamp also came to New York in July 
as a graduation present. She is shown with Donald 
McCance, Lenox district manager, in the Waters 
Gift Shop, Lenox dealer in Lawrence. 


OINS WEDGWOOD: Allan B. Walker has 

joined Josiah Wedgwood & Sons, Inc., to serv- 
ice accounts in the Greater New York area. He 
will also assist in the Special Issues Department 
of that company. 


ROADEN DALLAS SHOW: The Allied Jew- 

elry & Gift Show, Adolphus Hotel, Dallas, 
Sept. 3 through 7, will also include exhibits of 
the Watchmakers of Switzerland and the Gemo- 
logical Institute of America. The National Bridal 
Service will also exhibit at the fall show. 
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LAUREL OAK PALLADINA 











erman 


@ 
gency, “One of Europe's Finest” 


2gaue>” FRANCONIA CHINA 
AMONG OUR TOP SIX BEST SELLERS! 


Our July ad showed 3 best selling patterns: Hawthorn, Mille- 
[ fleurs, Delphine. Here are 3 more favorites of the buying 
% 


public. Deo you stock them? They sell! 

JEWEL: Etched Burnished Gold border—$16.00 a Setting. 
LAUREL OAK: Blue/coral/Platinum trim—88.95 a Setting. 
PALLADINA: Platinum border decoration—$15.00 a Setting. 


All on white translucent china. Retail prices given—slightly 
higher Seuth & West. 


Write for leaflets 


upper, inc. 39 W.23rd st., new york10,n. y. 








.a name to make all buyers smile. Woodsprite is 
Castleton’s spritely, new and delightful addition to 
the first line pattern group. $19.95 the five-piece 
place setting. Young women everywhere will be in 
good spirits when they see it. (Make sure they do.) 


% CASTLETON acee 


...@ joy to live with “ 
362 FIFTH AVENUE, NEW YORK 1, N.Y. ¢ CH 4-0270 
Say “cheese,” everybody; say Castleton; say Woodsprite. Smile. 





Braet ly 


JEWELRY INDUSTRY SPOKESMEN TOOK THE STAND IN FAVOR OF "TRADE MARK" AMENDMENT to the 


Federal Stamping Act during hearings on the bill last month held by the 
Senate Commerce Committee and the House Interstate and Foreign Commerce 
Committee. The Senate committee endorsed the billion Aug. 23. 


JEWELERS VIGILANCE COMMITTEE, one of several jewelry industry organizations 
which has endorsed the measure, again urged jewelers to contact their 
Congressional representatives, now that hearings have been completed, and 
ask their support. Bill is $1186, as introduced in the Senate, and H.R. 
5442, as introduced in the House. P. Irving Grinberg of Jewelers Vigilance 
Committee and Robert M. Krementz of Krementz & Co. represented jewelry 
industry at hearings. 





RETAIL SALES OF RADIO AND TELEVISION SETS WERE UP 24 PER CENT in June over May 


Sales. Dealers sold 940,346 radios and 487,264 TV's in June. Mid-year 
totals: TV sales were 95 per cent of the total reached in the first half 
of 1960; radio sales were a half-million units ahead of the 1960 pace. 


VIOLATORS OF THE NEW FEDERAL WAGE-HOUR LAWS WILL HAVE THEIR NAMES PUBLISHED in 
government press releases, the Labor Department promises. Previously, 
merchants caught paying Sub-standard wages were not identified to the 
public. The department is sending businessmen a brochure explaining how 

they must comply with the new law. The brochure contains a poster which must 
be displayed in the store. By focusing attention on abuses, officials hope 


IMPORTS 


to halt employers’ carelessness in obeying the law. 


OF SWISS CLOCKS AND WATCHES FELL 7.1 PER CENT from 1959 to 1960, a recent 
Bureau of Foreign Commerce report indicates. The report, "Economic De- 
velopments in Switzerland 1960," shows total watch and clock imports from 
Switzerland in 1960 were valued at $54.3 million. Imports of watches and 
watch movements--which dropped 8.9 per cent--accounted for $46.7 of the 
total. 


U. S. EXPORTS OF JEWELRY AND PRECIOUS METALS TO SWITZERLAND declined 32.1 
per cent between 1959 and 1960, dropping from $22.5 million to $15.3 
million in value. This contrasts with the overall trade picture between the 
two countries. Considering all commodities Shipped, VU. S. exports rose 35 
per cent, while imports were up just 0.4 per cent. 





RETAIL SALES FOR FATHER'S DAY 1961 REACHED $949 MILLION, highest total in the 


90-year history of the celebration, Alvin Austin, director of the Father's 
Day Council, reported. The sales figure represents a 3 per cent increase 
over the previous record year, 1960. Austin said the Council would continue 
its policy of "selling" Father's Day to the consumer. 


RETAIL JEWELRY STORE SALES IN JUNE WERE OFF 8 PER CENT from June 1960, according 


to U. S. Department of Commerce data, which are not adjusted for seasonal 
variations or trading day differences. June sales were 1 per cent behind 
sales for May of this year. Totals for the first half of 1961 were 10 per 
cent behind the corresponding period of 1960. 


HOW COMPANIES ARE DOING--Ronson Corp. had net income for the quarter ended June 


50 of $337,037 on sales of $10.2 million, compared with income of $195,698 
on sales of $7.8 million during the corresponding period of 1960. Ronson's 
first half income was $664,144, against $468,840 in the first six months 
of last year .. . Schick, Inc., had net losses of $460,920 and $698,832 
for the quarter and half year ended June 30. Losses for the same periods 
of 1960 were $236,098 and $370,430 .. . Ultrasonic Industries, Inc., 
estimates sales for the fourth quarter of its first full fiscal year ended 
July 2 will be $185,000, with an estimated profit of $6000 .. . Bulova 
Watch Co.'s earnings in its first fiscal quarter ended June 30 rose from 
$179,266 for the same period a year ago to $199,773, although sales de- 
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Dramatic National Advertising: This exciting photograph is the theme — 
it will appear in all major media for a total 14,000,000 circulation. 


CLASSIQUE 
Dinner-for-Eight Service 
32 piece Service for eight 
Eight 4 piece place settings 
Open Stock — $258.00 Retail 
Dinner-for-Eight Set — 
$238.00 Retail 
When you purchase a service for 
eight in Classique, you are entitled 
to both displays, A and B, and a 
“Decorator” Chest, C or D at half 
price. 
Order now direct from Gorham. 


CLASSTIQU EB 





Today 





a trend 


becomes a 


Tradition 


Here, sculptured in 
Gorham Sterling, is the last- 
ing best in contemporary 
design. It avoids what is 
merely new — captures what 
is enduringly good. 

This is a striking addition 
to the famous line of 
Gorham Sterling. In a intro- 
ductory offer the serving 
pieces are specially priced, 
(about 20% savings). This 
and the Gorham Dinner for 
Eight plan add up to big 
savings and big sales for you. 
There is a choice of 
Decorator Chests and dis- 
plays — shown below. 


A. Eye-catching counter 
D display #863 — $1.50 


B. Striking columnar 
display 7864 — $8.50 

C. Natural Fruitwood 
Chest 4867/1 — $13.50 Net 


D. Black enamel and white 
formica chest 2866/1 — $13.50 


GORHAM STERLIN G 


130 YEARS OF LEADERSHIP Se: THE GORHAM COMPANY. PROVIDENCE 7, R./. 








continued 


clined from $15.5 million to $13 million . .. International Silver Co., 
for the three months ended June 30, had net income of $604,200 compared 
with $550,500 in the like 1960 period. For the first six months income 

was Slightly more than $l million, up from $915,300 in the first half of 
last year .. . Second-quarter earnings of Bell & Howell Co. were $814,000, 
down from $1.3 million in the comparable period of 1960 . . . Golden 
Shield Corp. reported a 3l per cent increase in sales in the first half of 


this year. 


VALUE OF U. S. MANUFACTURED COMMODITIES IS COMPARED WI'TH EXPORTS for the first 


time in a new 78=-page report by the Census Bureau. Some 2500 export com- 

modities are included in the report, which covers the year 1958. Value of 
exports is shown as a percentage of the total value of goods manufactured 
in each category. Here are some examples from among jewelry items and re- 


lated products: 


PRODUCTION OF CUT OR POLISHED DIAMONDS was valued at $242 million. Exports 
in this category were valued at $27 million, or 1l per cent of manufactur- 
ers’ shipments. 


JEWELRY "MADE OF PLATINUM AND KARAT GOLD" reached a production level of 
$195.2 million--with $10.6 million worth--about 5 per cent, exported. 


FOUNTAIN PENS HAD HIGHEST PERCENTAGE OF EXPORTS among jewelry-related prod- 
ucts. Some 25 million units were produced, 16 per cent of which were 
exported. These exports accounted for 22 per cent of the value of the 

total domestic output. 











ADVERTISING BY ZALE JEWELRY CO.'S NORFOLK, VA., STORE has aroused complaints of 


RUSSIAN 


the Tidewater Better Business Bureau. The BBB claims Zale's has violated 
the Guide for Retail Advertising and Selling and the Code of Business 
Ethics. Radio stations carrying disputed Zale ads acvised the BBB: "As long 
as Zale's advertises truthfully, and lives up to their claims, we cannot 
refuse their ads." The Bureau responded that the question was not of ful- 
fillment of claims, but rather that the ads allegedly attack competitors’ 
products, services or methods, in violation of the Code. 


ZALE'S WON A COURT VICTORY IN JULY, when a district judge in Wyoming denied 
a temporary injunction sought by Bulova Watch Co. to prevent Zale's 
Cheyenne, Wyo., Store from selling Bulova products below the manufacturer's 
list price. A hearing on a request for a permanent injunction was scheduled 
for mid-August. Bulova has sought similar court action against Zale stores 
in other areas. 

WATCHES WILL BE OFFERED TO CONSUMERS IN INDIA at approximately 50 per cent 
of the price of similar watches from other countries, according to condi- 
tions laid down by the State Trading Corp. The watches are especially de- 
Signed for the Indian market, according to the importers. 


THE FIRST 500 INDIAN-ASSEMBLED WRIST WATCHES went on the market at the end 








of July. Another batch of Indian trainees will soon go to Japan for train- 
ing in watch manufacture. 


SWITZERLAND IS HELPING INDIA ESTABLISH A CLOCK FACTORY, although the Swiss 





Still hesitate to export their technical knowledge in the watch field. 


VENEZUELAN DIAMOND PRODUCTION IN THE FIRST FOUR MONTHS OF 1961 rose to 30,636 


metric carats from 17,572 metric carats in the same period of 1960. 
Total production last year fell to 70,867 metric carats, a 25.4 per cent 
drop from the 94,985 metric carats produced in 1959, when Venezuela was 
the l2th largest producer of diamonds. 


A 52.5 CARAT DIAMOND WAS FOUND AT THE YAKUT DIAMOND CENTER of Mirnyy, the Russians 


reported in July. The find was made shortly after the opening of the 
soviets' largest "concentration" plant at Mirnyy. Other large diamonds, 
ranging from 40 to 57 carats each, were among the earlier finds there. 


JEWELERS BOARD OF TRADE will distribute the 160th semi-annual edition of its Con- 


fidential Reference Book to members this month. It has 43,000 listings of 
names, addresses and credit ratings. 
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for that EXTRA measure of profit... 


Trend 


No. 5427. Delightfully 
different shield-shape 


Franchised Zodiac jewelers get an 
extra measure of profit through 
“room to breathe” markup, full price 
protection and an honest-to- 


case in 14K gold with 
matching expansion 
bracelet. 17-jewel, 
shockproof movement 
with lifetime unbreak- 
able mainspring and 


goodness guarantee. balance staff. $89.50 


This profit dependability together 
with product dependability accounts 
for the fact that more and more 
jewelers are confidently stocking 
and selling Zodiac watches. 


Zodiac” 


For exclusive franchise information 
and catalog, write 


ZODIAC WATCH COMPANY ir bg. hast de: tacaatl ethane ioe 
15 West AAth Street, f; intact, case unopened. 
New York 36, New York Cacore U 


No. 5428. Fascinating 
new fan-shaped watch 
in gleaming 14K gold 
with matching expan- 
sion bracelet. 17-jewel, | 
shockproof movement 
with lifetime unbreak- | 
able mainspring and 
balance staff. $89.50 


Olympos 


No. 3095. Revolutionary new 
concept in watch design! The 
dial itself automatically re- 
volves to the exact hour. No 
hour hand!.No winding! In- 
credibly accurate! Slim-as-a- 
Silhouette stainless steel 
waterproof*case with a 
unique matching expansion 
band. $95.00 

Also available in gold filled 
top and stainless steel back 
No. 3096. $110.00 


An Official 

Watch of 

the Swiss 

Federal Railways 
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Tourists’ duty-free allowance reduced, 
increase in watch, pearl sales expected 


On August 11 President Ken- 
nedy signed into law bill H. R. 
6611, reducing tourists’ import al- 
lowance of foreign made goods 
from $500 to $100. 

The new law may mean a sales 
boost for U. S. jewelers, especial- 
ly in such tourist-favored items as 
watches and cultured pearls. 

The President proposed the new 
restrictions earlier this year to re- 
duce the drain on the U. S. gold 
supply, and to help restore our 
balance of payments —currency 
payments into and out of the 
country by business and govern- 
ment. 

The restrictions go into effect 
Sept. 9 and continue until July 
1, 1963. They include all countries 
outside the U. S. except the Virgin 
Islands. 

A special allowance was made 
for the Virgin Islands because of 
its proximity to the U. S., and to 
support its newly promoted tourist 
program. Tourists visiting the is- 
lands as well as other areas are 
permitted $200 worth of duty-free 
merchandise, providing at least 
half of it comes from the islands. 

Puerto Rico is considered part 
of the U. S. in the permanent 
tariff law, and is therefore unaf- 
fected by the new restrictions. 

The precise effect of these re- 
strictions is hard to determine. 

The Treasury Department esti- 
mates that the reduction may cut 
foreign purchases by Americans 
as much as $150,000,000 a year; 
but more than half of the Ameri- 
cans now traveling abroad buy 
less than $100 worth of, foreign 
made goods anyway, and will be 
unaffected by the decrease. 


Tourist Watches 


According to Jean R. Graef, 
president of the American Watch 
Association, the watch industry 


150 


suffered from the $500 allowance 
because of the large number of 
duty-free watches brought to this 
country by visitors to Switzer- 
land and the Virgin Islands. He 
said the AWA campaigned vigor- 
ously for the restrictions, urging 
members through personal contact 
and more than 12,000 letters, to 
write their Congressional dele- 
gates to support the bill. 

Graef acclaimed the reduction 
as “an advantage to all retail 
jewelers in the country.” His views 
were supported by other importers. 

On Aug. 15 the AWA drafted 
a letter to President Kennedy in 
appreciation of his support for 
the reduction bill. 


Cultured Pearls 


The New York offices of the 
Japanese Travel Bureau said 
about 108,000 U. S. citizens vis- 


WELCOME ABOARD: Royce Kane 
holds an urn from the $45,000 sterling 
silver service created by Gorham for 
the new atomic cruiser, U.S.S. Long 
Beach. The citizens of Long Beach 
will present the service at the ship’s 
commissioning this month. The silver, 
shown for the first time at the RJA 
Show, incorporates the atomic symbol 
in its design. 


ited Japan during 1960. 

Jack J. Felsenfeld, New York 
importer, estimates that these 
tourists spent an average of $50 
each for cultured pearls, or a total 
of more than $5,000,000. This sum, 
Felsenfeld pointed out, is about 
one third the value of cultured 
pearl importers’ purchases last 
vear. He said the new custom reg- 
ulation “‘should greatly increase 
cultured pearl sales in the U. 8.” 

Although the cut-down on duty- 
free tourist purchases overseas 
will probably benefit U. S. jewel- 
ers’ sales of diamonds and fine 
jewelry, importers and manufac- 
turers queried expect the effect to 
be slight. 

Walter Karlan, of Karlan & 
Bleicher, New York manufactur- 
ers, pointed out that the type of 
jewelry manufactured in the U. 5S. 
is seldom purchased abroad. He 
also noted that the price of 
jewelry items containing diamonds 
and other precious stones is gen- 
erally too high to bring many of 
them into the country even under 
the $500 limit. Since duty costs 
apparently have been a minor con- 
sideration for tourists buying 
these items, not much change is 
expected. 


Protective pouches are 
exempt from excise tax 


The Internal Revenue 
says protective pouches designed to 
store jewelry items, money or valu- 
able papers are exempt from the re- 
tailers’ excise tax. 

Distinction is that these pouches 
are intended “primarily for storage 
purposes” and not for “carrying 
or conveying.” Recent ruling con- 
cerned protective storage pouches 
with “snap closure protective flaps,” 
varying in size from four by six 
inches to 12 by 14 inches. They 
were constructed of aluminized fab- 
ric lined with asbestos. 

A complete guide to the Federal 
excise tax, as it applies to jewel- 
ers, starts on page 90 of this issue. 


Service 
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POOLE SILVER COMPANY | 
TAUNTON, MASS. 
NEW YORK + CHICAGO + SAN FRANCISCO 
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:,..Can put both pride (and profit) into your 


Christmas gift-wrapping service 


Christmas shoppers naturally buy more at a store that 
puts more pride into wrapping beautiful packages. Our 
news: now 3M’s Bow Makers make it practical for you to 
feature lavish-looking bows of satiny SASHEEN® and lacy 
DECORETTE® Brand Ribbons on your packages. Your choice 
of 52 luxury-look colors and patterns. How gift-givers 
love them! And how easily and economically our Bow 
Makers mass produce them for you. 

No special training needed. Even inexperienced wrap- 
pers can operate any of the models. The ‘‘Magic Bow’’ 





‘Magic Bow’ Tyers—Up to 120 Bows Per Hour. Thriftiest of them ali—the S-19 at 
$24.95* makes basic DECORETTE or SASHEEN ‘‘Magic Bow” pre-fabs. /deai for free or 
speed-wrap service. The S-10 at $39.95* costs more, does more. Turns out “‘Magic Bow” 
ore-fabs plus two-tones, off-center-cuts, carnations, combination bows and more. 


Tyers turn out up to 120 pre-fabs an hour; the amazing 
S-71 Bow Maker completely finishes a variety of beautiful 
bow styles ... up to 300 an hour... at just the turn of 
a handle! 

Whether you free-wrap .. . or wrap-for-a-fee . . . more 
pride in your gift-wrapping service is bound to reward 
you with more pleased customers . . . more profits in 
gift sales. See SASHEEN Magic in action. Send coupon 
today. No obligation, of course. 





The Amazing S-71—Up to 300 Bows Per 
Hour. Turns out complete, ready-to-use bows 
with your choice of the pop-on pin or easy-to- 
attach adhesive method. Priced at $99.95.* 


*Prices apply to continental United States only. 


WRITE TO: Retail Tape and Gift Wrap Division, 3M Company, Dept. GAQ-91, St. Paul 6, Minnesota. 


NAME 





Please have arepresentative cal//on me to: 


Show me the complete 3M ribbon line FIRM NAME 


for 1961. To demonstrate the S-10 








ADDRESS 


the S-19 or the S-71 Bow Maker 





CITY 





“SASHEEN” and “DECORETTE” are registered trademarks of 3M Co., St. Paul 6, Minn. Export: 99 Park Ave., N.Y 


Canada: London, Ontario. “Magic Bow” and method of making patented U.S. Pat. No. RE23835. 


© 1961 3M Co. 


TUpinnesora JUfinine ann ]YJanuracturinG company / 
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FULL HOUSE: Jewelers attending the RJA Convention 
and Trade Show pack the Waldorf-Astoria’s Starlight 
Roof for the best-attended session in RJA’s history. At 
right is the panel of two retailers and two watch manu- 


facturers who gave their views on “What the retail jew- 
eler can do to recapture the watch market.” At the 
microphone is S. G. Gershey of the Bulova Watch Co. 
Later, the four panelists answered audience questions. 


450 hear hot debate about watch pricing 
during National Jewelry Show at Waldori 


Record-breaking turnouts at bus- 
iness sessions and a rash of daily 
press publicity, the latter generated 
by a small, surly fish, set this year’s 
Retail Jewelers of America Nation- 
al Convention and Trade Show, 
Aug. 6-10, in New York, apart 
from its predecessors. 

Veteran show-goers agreed to a 
man that they had never seen such 
crowds as jammed the Waldorf As- 
toria’s Starlight Roof to hear a 
heated joust between manufactur- 
ers and retailers on ways and means 
to recapture the quality watch mar- 
ket (450 people), a panel discussion 


154 


of the brical market (350 people), 
and an exchange of views on the 
jewelry store as seen through the 
woman shopper’s eyes (125 people). 
Thanks to the presence in a cul- 
tured pearl-laden fishbowl of a 
piranha, the RJA name went flash- 
ing over the wires of the news serv- 
ices to papers from Coast to Coast. 
The piranha, a bug-eyed denizen 
of South American waters with a 
ven for flesh, served as watchdog 
over the display of the Cultured 
Pearl Association and won the 
fancy of reporters who were look- 
ing for an amusing “gimmick.” 


Maurice Adelsheim, Jr., of Jacobs 
Jewelers, Minneapolis, was re-elect- 
ed president of kKJA for a second 
term and H. A. Goldberg of Coop- 
er’s Inc., Portsmouth, Va., was 
elected first vice-president. 

Other RJA officers elected were: 
vice presidents, Thomas §S. Fox of 
Fox Jewelry Co., Grand Rapids, 
Mich.; Durward Howes, III, of B. 
D. Howes & Son, Pasadena, Cal., 
and Henry O. Ruhl of E. G. Hoover 
Jewelry Co., Harrisburg, Pa.; treas- 
urer, Carleton G. Broer of Broer- 
Freeman Co., Inc., Toledo; secre- 
tary, Morton Abelson of Abelson’s 
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Jewelers, Newark, N. J. 

James C. Lucas, PJA executive 
vice-president, was re-elected. 

The RJA Advisory Council, 
which maintains liaison between 
state and regional jewelers’ associa- 
tions and the national body, elected 
J. Francis Thibault of Utica, N. Y., 
chairman. Other Advisory Council 
officers chosen were: Thomas Cook, 
Jr.,of Daytona, Fla., first vice-chair- 
man; Richard M. Kern of Santa 
Barbara, Cal., 2nd vice-chairman; 
Henry H. Brylawski of Washing- 
ton, D. C., 3rd vice-chairman; Lee 
Isenberg of Hartford, Conn., 4th 
vice-chairman; Dell M. Sheftall of 
Austin, Tex., delegate; and Scott 
Means of Hopkinsville, Ky., dele- 
gate to the RJA board. 

Advisory Council resolutions, 
which will be presented to the RJA 
Executive Committee in September, 
will urge that all possible assis- 
tance be given to small jewelers, 
that the Fair Trade picture be clear- 
ly explained to members and that 
the Federal Trade Commission, its 
rulings and what constitutes their 
violation, be explained in the sim- 
plest possible manner to members. 
Thibault said the Advisory Council 
hoped that small jewelers would be 
represented in panel discussions 
at next year’s convention, and that 
the show itself would be “aimed 
more at the smaller jeweler.” 

At past RJA shows, panel dis- 
cussions staged for the edification 
of retail jewelers in matters per- 
taining to their livelihood have of- 
ten found panelists outnumbering 
the audience. This year, panel top- 
ics described by Executive Vice- 
President Lucas as “ripe” wrought 
a revolution in response. So great 
was the attendance at the morning 
sessions that one exhibitor com- 
plained that the panels were “keep- 
ing jewelers away from the dis- 
plays.” 


Woo Those Brides 


The first panel dealt with ways of 
bringing bridal business back into 
the jewelry store. Carroll Seghers, 
of Carroll’s Jewelers, Coral Gables, 
Fla., put the problem bluntly: “We 
thought it [bridal business] was 
ours,” he said, “but we haven’t 
done anything about it, and gradu- 
ally it has slipped away.” He re- 
minded the audience that “there 
was a time when wedding gifts had 
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STANDING ROOM ONLY: Overflow crowd at RJA’s panel discussion about 
watches filled up both stairways at the rear of the Waldorf’s Starlight Roof, 
and when no seats were left, latecomers stood at the rear to hear the discussion. 


to come from the jewelry store,” 
whereas “today, brides are given 
pots, pans, curtains and furniture. 

’ More romance in selling is 
neeced, he said. 


OFF-DUTY, TEMPORARILY: A dili- 
gent, sharp-toothed little fish from 


South America called a_ piranha 
“stood” guard duty over this exhibit 
of the Cultured Pearl Association. A 
Japanese model, not wishing to test 
the piranha’s man-eating reputation, 
gets some help from an attendant 
while she retrieves a few pearls. 


John R. O’Kane, vice-president 
and general sales manager of the 
Gorham Corp., doubted that the 
picture was as gloomy as some jew- 
elers held. The issue, he felt, was 
not one of bridal sales lost but 
rather of increasing the jeweler’s 
share of bridal business. He urged 
jewelers to increase their knowl- 
edge of this field through reading 
bridal magazines, the jewelry trade 
press, and the advisory material 
printed by manufacturers. If jewel- 
ers do this, if they “study the mar- 
ket,” the anticipated 40 per cent 
increase in weddings by 1970 
“should do the trick.” 

Another retailer, Howard I. 
Michaels, president of Michaels 
Jewelers, New Haven, echoed the 
romantic theme of Carroll Seghers, 
pointing out that the bride is “a 
“starry-eyed princess, completely 
unrealistic” and must be treated as 
such. A bridal room, a trained brid- 
al consultant, and an up-to-date 
bridal registry are musts, he said. 

The jeweler should capitalize on 
his reputation as an arbiter of good 
taste—and enhance it—J. Russell 
Price, director of design and re- 
search for Doulton & Co., Inc., ad- 
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RECAPTURE THE WATCH MARKET: Here are panel- 
ists who gave jewelers their opinions on this important 





Watch Co.; S. G. Gershey, Bulova Watch Co.; Fred B. 
Dreifus, Dreifus Jewelry Co., Memphis, Tenn., moderator; 


subject. From left: M. F. 


vised. He rapped what he called 
“impersonal selling’ and urged 
jewelers to put “personality” back 
into their sales. “This is the chal- 
lenge in the face of growing face- 
lessness,” he said. Conceding that 
“today’s young woman knows more 
about art and style,” he reminded 
the group that “she still looks to 
the jeweler for final advice.” 

C. Read McLean, vice-president 
for sales, Towle Manufacturing Co., 
said the means of getting bridal 
business back into the jewelry store 
exists, but that it is up to the retail 
jeweler to make use of it. Exces- 
sive stress has been put on “know 
how,” he said, whereas, “the price- 
less missing ingredient is ‘want 
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Cartoun, Longines-Wittnauer 


to’.”” As did O’Kane, he urged jew- 
elers with “want to” to digest the 
advice and ideas available in the 
trade press, bridal services, ete. 
In a question and answer session 
that concluded the panel, McLean 
said jewelers could increase their 
bridal—and other—business if they 
would teach their sales people the 
art of “image selling.” In this con- 
nection, Maurice Adelsheim, Jr., 
who acted as panel moderator, an- 
nounced RJA’s new sales training 
program which is available by mail 
at low cost. 


Plenty About Watches 


The second panel discussion at- 
tracted the largest audience and 


Leo Weisfield, Weisfield’s, Inc.; and Morris B. Zale. 


generated the most heat. The at- 
mosphere in the Starlight Roof was 
tense as two representatives of the 
watch industry and two retail jew- 
elers expounded on “What the Re- 
tail Jeweler Can Do to Recapture 
His Share of the Watch Market.” 
Fred B. Dreifus was on hand as 
moderator, to remind panelists and 
members of the audience when nec- 
essary that “we are not here to 
condemn anyone, manufacturer or 
retailer . we are here to try to 
analyze the basic causes of the 
difficulty. ... .” 

M. F. Cartoun, president of Lon- 
gines-Wittnauer Watch Co., took 
the stand to urge jewelers to con- 
centrate their sales efforts on well- 


BANGLES, BAUBLES AND BEADS: They were here 
aplenty, along with every other type of merchandise with 
which a jeweler might wish to stock his shelves. Here in 
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the grand ballroom of the. Waldorf-Astoria and in rooms 
on several other floors of the hotel some 300 exhibitors 
showed new merchandise and sales and promotion aids. 
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known brands—“the consumer ex- 
pects a quality trade mark in which 
he has confidence’—and to stock 
“a sufficient assortment for people 
seeking watches in each price brack- 
et.”” However, “‘the real future is 
in the better quality watch that is 
also a fine piece of jewelry.” Un- 
stinting emphasis on quality “can 
have the most pronounced effect 
upon the public,” Cartoun said. 

A retailer panelist, Leo Weisfield, 
echoed the thought that jewelers 
should stress the role of the watch 
not merely as a time-keeping mech- 
anism but as a piece of fine jewelry. 
They should “sell the beauty of the 
$100 watch the way you sell the 
beauty of jewelry.’ The president 
of Weisfield’s Jewelers, Seattle, said 
jewelers’ greatest problem in sell- 
ing watches is their fear—fear of 
discounters, of other outlets. He 
said the discount house was over- 
rated as the cause of jewelers’ de- 
clining watch volume, pointing out 
that “department stores have built 
up an enormous distribution of 
watches.”” Nor should the pin-lever 
be abhorred. “We sell Timex,” he 
said. ““‘When a customer comes in 
for a Timex, we sell it. But before 
he leaves the store we use creative 
selling. You’d be surprised how 
many people buy a better watch 
vhen it is presented properly.” 
Salesmanship is half the battle. 
“We teach our salesmen to create 
the desire for better watches.” 

Morris B. Zale, chairman of the 
board of the giant 210-store Zale 
chain, threw the spotlight squarely 
on the price factor. “Those of us 
who cater to the masses cannot 
afford to overcharge,” he said. “We 
only drive them to other outlets.” 

Jewelers, Zale said, “should not 
be asked to sell at higher prices 
than other outlets.’”’ So far as his 
own chain was concerned, “we 
don’t want our stores used as show 
cases for discount houses. We feel 
we must compete with other outlets, 
with prices at levels as low as 
theirs.” 

Zale charged unnamed watch 
manufacturers with creating a 
“double standard,” one for jewel- 
ers, one for discount houses. Manu- 
facturers should lower the mark 
up, he said. “Given an even break, 
we can show manufacturers how 
to distribute goods to consumers.”’ 

For the watch manufacturers, Si- 
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LEADERS OF THE ADVISORY COUNCIL: Heading the RJA’s Advisory Coun- 
cil of affiliated state organizations are, from left: Scott Means, Kentucky RJA; 
Dell M. Sheftall, Texas RJA; Tom Cook, Jr., Florida RJA; J. Francis Thibault, 
New York State RJA, chairman; Henry H. Brylawski, Maryland-Delaware-Dis- 
trict of Columbia Jewelers Association; and Richard Kern, California RJA. 


mon C. Gershey, vice-president and 
director of sales for Buolva Watch 
Co., Inc., struck back with a biting 
indictment of jewelers for letting 
their prestige decline through stock- 
ing vast amounts of non-jewelry 
merchandise. “Apparently price 
selling was more important than a 
reputation for quality and service,” 
he said. 

He lashed out at the “unbeliev- 
ability” of jewelers’ advertising 
and the “‘excessive”’ stress on trade- 
in allowances, and declared that *o 
recapture the quality watch market 
jewelers must resurrect their once 
proud image as dispensers of quali- 
ty merchandise. Such an image de- 
pends, he said, on quality, value and 
selection in merchandise and prod- 
uct knowledge on the part of the 
jeweler and his sales people. Ger- 


VIVA! A prize well worth the win- 
ning, a free trip to Spain, is pre- 
sented jeweler George Siratta at the 
RJA banquet by Enrique Dominguez- 
Passier, wife of the Spanish Em- 
bassy’s commercial counselor. 


shey advised jewelers to suggest 
watches as special occasion gifts, 
to promote tie-in-sales—a diamond 
watch with a diamond ring—and 
to write to good accounts telling 
them of the variety of merchandise 
and service available in their watch 
departments. 

Some of the questions fired at the 
panelists, and the latters’ replies, 
are as follows: 

Question: Should manufacturers 
pre-ticket watches, or should the 
jeweler put his own price on them? 

Answer (Cartoun): Factories 
should pre-ticket with legitimate 
prices. Consumers like to know 
about what price they have to pay 
at retail. 

Question: Should a retailer ad- 
vertise nationally advertised watch- 
es at a price competitive with dis- 
counters? 

Answer (Zale): When we find 
our competitors are selling a prod- 
uct at a lower price, we will ad- 
vertise that [lower] price. 

Question: Should jewelers disre- 
gard price cutting and emphasize 
service? 

Answer’ (Weisfield) : 
creates sales. 

Question: Can jewelers sell more 
watches with a high markup or 
with realistic price tags? 
(Weisfield): 


Service 


Answer Lower 
markup. 

Answer (Gershey) : 
would call “realistic,” 
would call ‘“‘too low.”’ 

Question: What is the place in 


What one 
another 


1$7 





FASTEST MAN IN TOWN: Janos Weinberger, center, a 
watchmaker whose shop is at 380 Fifth Ave., New York, 
assembled and disassembled the Hamilton Watch Co.’s new 
505 electric model in seven minutes, four seconds, fastest 


of more than 50 contest entrants. 


the watch distribution picture of 
the store’s private brand watches? 

Answer (Zale): It takes a brand 
name to sell a watch; we are grad- 
ually reducing our private brand 
line. 


CHRISTMAS PROSPECTS FAVORABLE: So say most 
of the retailers polled at the show by the Bulova Watch 
Co. Phyllis Hatfield, left, Bulova interviewer, gets the 
opinions of Joseph and Marie Renee of Joseph Renee 


Jewelers, New Kensington, Pa. 


Question: What can RJA do to 
manufacturers who put fictitious 
prices on watches? 

Answer (Dreifus): Nothing, ex- 
cept to refer complaints to the 
proper government agencies. 


NOW ...SMILE! RJA officialdom lines up for the cameraman as Carol Knox, 
hostess for NBC’s “Family” show, prepares to cut the “ribbon” (a gold-filled 
chain) to launch the 1961 RJA Convention and Trade Show. Front row, left 
to right, James C. Lucas, Mrs. Raymond M. Klein, Thomas S. Fox, Miss Knox, 
William S. Preston, Sr.; second row, same order, Arnold A. Schiffman, Fred B. 
Dreifus, Oliver R. Brecht, Edward Wolf; back row, same order, Maurice Adel- 
sheim, Jr., Eugene P. Wetzel, Henry O. Ruhl, Jay C. Lighterman, Carroll C. 
Seghers, Morton Abelson, Morris B. Zale, Howard I. Michaels, Alvin Fink and 


Carleton G. Broer. 
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The final panel, though entitled 
“What I Like and Don’t Like About 
Jewelry Stores,” ranged over many 
topics, with three members of the 
fair sex calling the shots. 


Women Tell the Jewelers 


Dorothy Donovan, managing edi- 
tor of Bride and Home, wondered 
whether most jewelers know enough 
about the brides in their areas to 
get the greatest possible volume 
from the bridal market. Did they 
know, for example, how old the 
average bride was at marriage, 
what her education was, her salary, 
her groom’s salary, whether or not 
she would work after marriage, 
what wedding gifts she wanted 
most? 

Miss Donovan said a survey con- 
ducted by her magazine revealed 
that the gifts most wanted by 
brides were silver, china and crys- 
tal in that order; they might re- 
ceive non-jewelry store gifts, but 
jewelry store items were the ones 
they really preferred. 

The survey also turned up the 
following information: 89 per cent 
of Bride and Home readers con- 
sider a single piece of silver an 
adequate wedding gift; 43 per 
cent say they will spend $5 to $10 
on bridesmaids’ gifts; 37.5 per cent 
say they will spend over $40 on 
gifts for the groom; 82 per cent of 
the brides and 55 per cent of 
grooms have individual incomes 
under $5000 at the time of mar- 
riage. 

Two “don’t likes” of Miss Dono- 
van’s were excessive sales pressure 
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and the sort of patronizing atti- 
tude evinced by a Middle Western 
jeweler’s gift counsellor who once 
told her: “I’m sorry, but you would- 
n’t find anything here in your 
price range” without any at- 
tempt to discover what her price 
range really was. 

Sterling silver for everyday use? 
Why not? It improves with use 
and isn’t damaged by dishwashers. 
So spake Mary Kraft of Good 
Housekeeping Magazine, who ad- 
vised jewelers that etiquette is 
changing and “Emily Post is dead.” 
Since most young couples don’t 
have room for, or can’t afford a 
“second set” of flatware, their one 
set should be sterling. “Many more 
people would buy it [sterling] if 
its usefulness were pointed out,” 
she said, noting that “sterling in 
constant use does not need constant 
polishing.” 

If sterling is sold as a lifetime 
purchase, china and glass should not 
be, Miss Kraft said. “Encourage 
new brides to buy high style; en- 
courage them to mix, not match,” 
she said. “‘Don’t make a customer 
feel underprivileged if she doesn’t 
have everything. Encourage her to 
have one good all-purpose glass for 
wines, martinis, etc. Encourage 
manufacturers to make china and 
glass to go into the dishwasher.” 

Sounding the clarion call for jew- 


JEWELRY FASHIONS FOR FALL: Women’s clothes this 
fall will return to the simple, basic ‘“‘well-bred” look, with 
neutral or dark shades predominating. Costume jewelry 
manufacturers have responded to this opportunity with 
new lines of dramatic accessories. At left is Magnifique 


QUEEN OF TIME: Carole Sullivan, 
selected by 8000 Westclox dealers in a 
mail ballot as “Miss Westclox,” is 
crowned at RJA Show by Bart K. 
Wickstrum, executive - vice - president 
of General Time Corp. Observing the 
coronation are Jean Cunnius, left, 
and Theresa McCabe, both of R. H. 
Macy’s. 


elry self-purchase by women, Char- 
lotte Thompson of the Fashion Co- 
ordination Institute said jewelers 
should “educate” themselves. in 
fashion matters and thus establish 
‘‘a most personal relationship” with 
their women customers. The jewel- 
er who develops a reputation for 
fashion knowledge “establishes a 
bond (with women) which pays off 
in many other ways.” 

The social side of the show reach- 
ed a rousing climax in the “Night 


in Spain” dinner, and for the first 
time in years the annual banquet 
was oversubscribed, with more 
than 553 people turning up for 
flamenco dancers, gypsy music and 
assorted Iberian entertainers. The 
grand prize, a paid-up two week 
vacation for two in Spain, was won 
by George Siratta of Reed Jewel- 
ers, Savannah, Ga. 


New RJA sales course 
is offered to members 


A correspondence course in Jew- 
elry selling and merchandising is 
now available to all Retail Jewel- 
ers of America members and their 
employees. 

Maurice Adelsheim, Jr., RJA 
president, announced the course at 
the RJA show in New York. He 
described the course and the need 
for it in these terms: 

“‘New sales personnel are often 
not properly trained. Up to now the 
only training courses available have 
been quite costly. RJA has worked 
out an arrangement with the Gem- 
ological Institute of America for 
a home study training program 
suitable for owners and employees 
of all retail jewelry stores. 

“This is a down-to-earth, easy- 
to-handle correspondence course 
which can be taken over a one- 


; 


crystals, beads or pearls, which retails for $19.95. The 
large gold-colored four-leaf clover pin by Napier, center, 
is accented by a jumbo simulated pearl. At right, Trifari 
offers wide cuff bracelets of alternating polished and tex- 
tured rectangles and check earrings. Bracelet is 35, ear- 


rings, $3, tax extra. 


by Richelieu, a three-strand tasseled jabot, available with 
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SPODE 
LOWESTOFT 


The Historic Dinnerware 


AUTHENTIC PATTERNS & SHAPES 








It was back in 1805 that Josiah Spode II developed the stone 
china body called Lowestoft. He did it for the specific purpose 
of supplying replacements for the dinner- 
ware that the East India Company had 
brought in from China. 
This accounts for the 
authenticity of shape, blue/gray color, and 
pattern. Now, with the addition of five 
new patterns to our Stock in New York, 
there are ten Lowestoft patterns in full 
dinnerware ready for 


immediate delivery. 


ode 


THE VP FINE ENGLISH 


DINNERWARE 


wholesale distributors: COPELAND & THOMPSON, INC. 
@ 206 FIFTH AVENUE & NEW YORK 10, NEW YORK 


i 
——— = — 


= 


Zo LZ == 


JEWELERS 


GRAYSTONE 
Authentic Chinese shapes, 
Ter telelaetoel 

Place setting $11.70 


EW ASLOLEIs 

Symbolic Chinese design, always 
popular in blue, now in Stock in 
both red and green. 

Place setting $20.90 


GLOUCESTER 

Typical of the dinnerware patterns 
imported from China in the 

18th Century. Gloucester in red 
has now been added to the blue 
and the green in Stock. 

Place setting $22.40 
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HERITAGE 

An original Chinese pattern of 
the 1800's using a Massachusetts 
eagle coin for its center. 

Place setting $24.00 


QUEEN’S BIRD 

A series of quaint — almost 
primitive — birds, hand-painted 
in many colors. 

Place setting $22.40 


TRADE WINDS 

Thirteen famous ships of the 
China Trade decorate various 
pieces. Printed in Chinese 
lacquer red with gold edge. 
Place setting $32.10 
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or two-year period, depending on 
how fast the student wishes to 
work. Nowhere else are such perti- 
nent, basically sound lessons avail- 
able for the retail jewelry indus- 
we 6a. 

Subjects covered in the 
include the following, as well as 
many more: 

l. Jewelry promotion compared 
with other merchandise. 

2. How to be a top diamond sales- 

close the bigger sale. 

3. How to build watch sales. 

4. China and glassware can boost 
profit. 


course 


Students also receive comprehen- 
sive sales manuals on diamonds, 
colored stones, silverware, china 
and glassware, watches and clocks 
and glossaries defining terms in 
everyday, over the counter use. 

Three payment plans are avail- 
able: $55 cash with enrollment; or 
$30 with enrollment and $30 within 
six months of enrollment date; 
or $10 with enrollment and $5 per 
month until total of $65 is paid. 

Enrollment application forms can 
be had from Retail Jewelers of 
America, Inc., 711 14th St., N.W., 
Washington 5, D.C. 


Zale Co. stockholders meet in July; 
firm acquires Granat Bros. in August 


Stockholders of the Zale Jewelry 
Co., Inc., learned that 43 new stores 
and leased departments were added 
to the Zale chain during the fiscal 
year. 

This was announced at the com- 
pany’s annual meeting at the Bar- 
bizon-Plaza hotel in New York on 
July 24. 

Granat Brothers, 56-year-old San 
Francisco manufacturing jewelry 
firm, has been acquired by the Fine 
Jewelers Guild, a division of Zale. 
The transaction was revealed about 
the same time by Joseph Granat, 
co-founder of the firm, who has 
been elected chairman of the board 
of Granat Brothers, and Leo Fields, 
director of the Guild. Sanford L. 
Wolfson, former vice-president and 
general manager of Granat’s retail 
operations, was elected president. 

Granat said that arrangements 
have been made with Ben I. Wisnia, 
manufacturing jeweler, San Fran- 
cisco, to service and repair Granat 
“Wed-Lok” rings and to supply 
former customers with matchings 
to their existing inventory. 

The acquisition links Granat’s 
three Bay area stores with other 
Guild stores the nation. 
Guild buying facilities, which in- 
clude offices in New York, Antwerp, 
London and Tel-Aviv, will be avail- 
able to Granat. 

A highlight of the New York 
meeting was the announcement by 
President Ben A. Lipshy that net 
sales increased from $12,689,000 to 


across 


a record $13,352,291 for the quarter 
which ended June 30. 

Even though the depressed econ- 
omy had some effect on profits last 
fiscal year, Lipshy said, net earn- 
ings for the last quarter were up 
from $564,538 to $578,458. 

Referring to the firm’s semi-an- 
nual sales meeting the previous 
week in New York, Lipshy said: 

“This past week we had all of our 
managers, several trainees and 
company executives gathered. . . 
Intensive training, discussions of 
merchandising, advertising and 
store operations were held. We be- 
lieve we are geared for the im- 
proved sales and earnings expected 
in the coming year,” he said. 

Assistant store managers were 
left in charge during the New York 
meeting, and a sales promotion pro- 
gram was planned to coincide with 
the absence of the regular manag- 
ers. The firm said they will use 
the results of the promotion as a 
guide in selecting managers. 


Swank, Inc., to enter 
writing instrument field 


Swank, 
men’s jewelry and other products, 
enters the writing instrument mar- 


Inc.. manufacturer of 


ket this fall as another step in 
the firm’s diversification program. 
Swank will offer the Javelin pen 
and pencil set in chrome at $5.95 
retail and the Javelin in 12-karat 
gold-filled at $12.95 retail. 





State of the Jewelry Business 





How well did watch importers predict second-half ’61 market? 





IMPORTS 


0-1 jewel 

2-7 jewels 

8-15 jewels 

16, 17 jewels 

over 17 jewels 

all movements 
DIAMONDS 

uncut, by carat 

uncut, by value 

cut, by carats 

cut, by value 
CULTURED PEARLS 
IMITATION STONES 


EXCISE TAXES 


AMOUNT COLLECTED 
(add 000) 


VITAL STATISTICS 
MARRIAGES 
BIRTHS 


FAILURES 


CASH JEWELERS 
WATCH REPAIRERS 


WHOLESALERS 
MANUFACTURERS 


SALES 


JUNE 1961 


from 


SALES +6 
INVENTORY —] 


SILVER 
PLATINUM 
PALLADIUM 
IRIDIUM 





June 
1931 


WATCH MOVEMENTS (units) 


517,096 
94,742 
22,192 

486,365 

2,461 
1,123,056 


253,633 


$14,275,275 


69,625 


$6,600,217 
$1,475,977 
$250,704 


Jan. Mar. 


1961 
$62,626 


June 
1961 


198,000 
346,000 


°% change 
from June 
1960 


Jan.-June 
1961 


2,442,281 
438,286 
66,680 
2,414,412 
8,040 
5,370,299 


—0.2 
—19.3 
+799.2 
—7.2 
+29.9 
—3.6 


1,180,706 
$53,092,682 
377,475 
$35,760,854 
$8,451,794 
$2,246,364 


+176.3 
+92.4 
—9.1 
—9.1 
+3.1 
—56.9 


% change 
from Jan.- 
Mar. 1960 


jJan.-Dec. 
1960 


—1.8 


% change 
from June 
1960 


—1.5 
+3.0 


Jan.-June 
1961 


722,000 


July Jan.-July 


1961 


1961 


11 92 


INSTALLMENT JEWELERS 


WHOLESALE JEWELERS’ 


% change % change 


from 


June 1960 May 1961 


—l 
+2 


1961 
$.913%% 
$82 
$24 
$75 


0 
0 15 
1 


0 26 


2 


23 


$169,385 


2,077,000 


% change 
from Jan.- 
June 1960 


—15.8 
—18.0 
+208.3 
—13.2 
+17.2 
—14.0 


+74.5 
+20.3 
—10.3 
—11.0 

+4.5 
—17.7 


% change 
from Jan.- 
Dec. 1959 


+6.1 


% change 

from Jan.- 

June 1960 
—0.7 


+3.3 


°% change 
from Jan.- 
July 1960 
+13.6 
+23.8 
(1960:0) 
+15.4 
+155.6 


DEPARTMENT STORE SALES 
JUNE 1961 


% change % change 


from 


from Jan.- 


June 1960 June 1960 


FINE JEWELRY, 
WATCHES +8 
SILVERWARE, 
CLOCKS 0 
COSTUME 

JEWELRY 


METAL PRICES—MID-AUGUST 1961 
(troy ounce, large lots) 
Mid-Aug. 


One Year 
Ago 
$.913%% 
$82 
$24 
$75 


+1 
—5 


+4 


% change 
0.0 
0.0 
0.0 
0.0 








Watch Movement Imports — Will 
1961 be another banner year in 
volume of movements imported? No 
one can predict this with accuracy. 
In the first six months some 5.4 
million units were imported—still 
a long way to go to reach the 14 
million level of 1960 and 1959. The 
gap between this year’s total and 
the corresponding period of last 
year has been cut nearly in half 
since February, however. If this 
pace is maintained, 1961 may yet 
turn out to be a record year. 

Whether or not this becomes a 
fact depends, in large measure, on 
how well American watch importers 
were able to read their crystal balls 
during the nadir of the recent re- 
cession—when orders were placed 
for most of the movements to be de- 
livered during the last half of 1961. 

The Swiss watch industry—with 
orders pouring in from Europe and 
other markets—has a backlog of 
as much as a year in orders from 
the U. S. 

A bottleneck exists in such items 
as cases, dials and other supplies. 

Meanwhile, importers report the 
retailers’ buying mood in mid-Au- 
gust was better than anticipated, 
even a few weeks previously. With 
customers buying in excess of what 
was expected, some importers may 
find themselves unable to fill orders 
later this year—if, when they did 
their buying, they failed to guage 
the demand adequately. 

Diamond Imports—Here are the 
significant aspects of the June sta- 
tistics in the accompanying table: 

UNCUT: Highest volume of car- 
ats and highest single month value 
of rough stones were imported in 
June. Average carat value rose 
from $36.66 in May to $56.28, re- 
flecting a general price rise in 
larger stones. 

CUT: Volume and value contin- 
ued to trail last year. The price of 
the larger gem stones also rose, 
about 10 per cent, as the better 
quality diamonds began coming to 
the U. S. in greater numbers. Fine 
goods have slumped slightly in 
Europe, as investors gain more con- 
fidence in local economics. 
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TRANSISTOR “‘ALL-PURPOSE”’ CLOCK PREMIER...sublime dignity. 
Solid brass case, modern dial. Single flashlight battery furnishes 
one full year’s ‘‘care-free’’ operation. 4 x 3”. Specify dial color: 


white or black trim. 
Se Retail $19.95 





TRANSISTOR CLOCKS 


to sell at moderate prices 


H ERE are clocks designed to capture the imagination 
of your customers. The exclusive new features of 
these Phinney-Walker Transistors bring electronic 
timing within the reach of everyone. 


e@ ACCURATE—Timing compares with the finest railroad watches. 


e@ RELIABLE—Run for a full year on an ordinary leakproof flash- 
light cell. 


DURABLE— Transistors feed the power...no contact points 
to pit, wear out or corrode. 


LONG LIFE— Balance rests on a Sapphire Jewel that insures 
long life for the single fast-moving part of the movement. 


MODERN DESIGN— AJ cases are made of solid brass and beau- 
tifully finished inside and out. 





TRANSISTOR ‘“‘ALL-PURPOSE” CLOCK MASTERPIECE... elegance be- 


yond words. Solid brass case, handle top, heraldic dial trim. 
Furnishes one full year’s ‘‘care-free’’ operation on single flash- 





light battery. 534” x 34% 
PW 186 Retail $24.95 





TRANSISTOR WALL 

CLOCK PLAQUE... deluxe 
simplicity. Trim polished 
brass case, gilt figures and 
hands. Single flashlight bat- 
tery furnishes one full year’s 
“‘care-free’’ operation. Diam- 
eter 75%”. Dial 67%” 


PW 152... Retail $14.95 











TRANSISTOR “ALL-PURPOSE” CLOCK HERITAGE .. . a distinguished 
inspiration. Solid brass case, modern dial. Single flashlight bat- 
Pw is one full year’s ‘‘care-free’’ operation 642” x 512” 


Retail $27.50 








Consult your wholesaler. Catalog on request. 


Phinney-Walker Division of Semca Clock Co. INC. 30 Irving Place, New York 3, N.Y. 


CANADIAN OFFICE: Semca Clock & Watch Company of Canada, Ltd., 100 Lombard Street, Toronto 
West Coast Prices slightly higher. Prices subject to 10% Federal Excise Tax. 





Bulova survey at RJA 


THIS DISPL AY "finds jewelers hopeful 


What does John Public usually 


: | pay for the watch he buys from a 
N 1) jeweler? 
Between $40 and $60, according 


to 100 jewelers from 17 states pell- 
ed by Bulova Watch Co., Inc., dur- 
ing the RJA show in New York. 

Gueried on their expectations for 
the coming Christmas season, the 
jewelers came through with opti- 
mistic responses closely paralleling 
those reported in a survey in the 
August JC-K. 

Over 90 per cent predicted bet- 
ter sales this Christmas than last; 
75 per cent predicted a rise of 
to 10 per cent; nearly one-fifth 
anticipated sales up as much as 20 
per cent. 

Bulova interpreted poll results 
as indicating good sales possibili- 
ties for the “second watch” this 
Christmas, either a sport or formal 
model. 

To hold their own against dis- 
count competition, the jewelers 
were relying on more personal serv- 
ice, more selective brand purchas- 
ing and increased local advertising. 

Bulova president Harry B. Hen- 
shel said, “The general feeling of 
enthusiasm among the _ jewelers 


J i aan f the st ‘ ) ; 1 

To Cash In On i VALUE * pies sean, tates: wean aan 
the industry. We were gratified 

BABY SHOE ust 91.00" aes 
BRONZING Profits *plus postage pre-convention estimates that jew- 


elers are going to be more inter- 
Make EXTRA PROFITS without one penny’s investment in in- ested in developing a demand for 
ventory. Over 4 million new babies every year guarantee tremendous quality merchandise among their 
demand for baby shoe bronzing . . . the lovely American tradition customers.” 
created by the Bron-Shoe Co. over 30 years ago. Get set for Christ- 
mas... order your sample kit today. 


HERE'S WHAT YOU GET FOR JUST $1.00 Government analyst will 
© Style 45 Portrait Stand with 8 x 10 metal frame and assist AW] with Congress 


2 shoes in sparkling bronze ...... $16.95 value! (We furnish 


the shoes for this display). A U.S. Department of Commerce 
Beautiful 4-color folders showing full line. a , , 

° Mailing bogs, job tags & eddvess labels. commodity analyst will coordinate 
Free year ‘round mat service. government participation in the 


B | Watchmakers and Mechanical In- 
strumentation Congress, to be spon- 
Originators and World’s Largest Baby Shoe Bronzers sored by the American Watchmak- 


MAIL THIS COUPON TODAY OFFER ENDS OCTOBER 10,1961 | @TS institute next year. 
Srevewsers | A. Hulen Stuart has been appoint- 


The Bron-Shoe Co. 271 E. Broad Beis e Cchuaalans 15, Ohio ed to the task by John M. Farrell, 
Rush Your $16.95 Display Value for $1.00* | AWI President. Government organ- 
ee ere ssnndnapescil-opcSiadabtbe | izations planning to take part in 
ee er a es ae PR ae | the Congress include: the Defense 
ADDRESS Fs ks Ee ON OE Oval Cae z _ Department, Department of Com- 
DB Ye KORE ec eae TONE... 3 SATE ee - merce, Naval Observatory, Bureau 

| of Standards, Office of Defense Mo- 
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bilization; the Army’s Diamond 
Ordnance Fuze Laboratories and 
the space and missile groups. 

The Congress is scheduled for 
the Commodore Hotel, New York, 
Mar. 10-13. 

The government is interested in 
the Congress, Farrell said, because 
of its urgent need for the skills 
which will be represented there in 
the micro-miniaturization fields of 
electronics, missiles and instrumen- 
tation. 

Industrial firms which plan to 
display at the event include: Ben- 
rus Watch Co., its PIC Design 
Corp. division; Bulova Watch Co., 
Inc., its subsidy American Time 
Products, Inc., and its research and 
development division; Elgin Na- 
tional Watch Co., its missile com- 
ponent, sub-miniature’ electronics 
and precision production instru- 
ments divisions; Hamilton Watch 
Co., its electronics division; B. 
Jadow, Inc.; L. & R. Manufactur- 
ing Co.; and Joseph A. Waldman 
& Sons. 


Philadelphia firm gets 
license for new finish 

Keystone Silver Co., Philadelphia, 
has been granted a license to ap- 
ply Union Carbide Corp.’s new sili- 
cone anti-tarnish finish to silver 
hollowware. 

The finish, called Invicta, will 
be applied to existing silver articles 
and the service is available to con- 
sumers through retail jewelers. 

Silver treated by the process in 
1956 has withstood all tests and 
still retains a high polish, Key- 
stone said. 


Mansfield Industries 
buys Japanese firm 


Mansfield Industries, Inc., of Chi- 
cago, announced it has acquired 100 
per cent of the stock of the Atlas 
Cine Works, Ltd., Tokyo, motion 
picture camera exporters. Mans- 
field established the Atlas Works 
three years ago and has held a mi- 
nority interest in the operation. 

Herbert R. Leopold, Mansfield 
president, said Atlas produced more 
than 100,000 of the total 159,141 
motion picture cameras exported 
from Japan last year. 
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THIS ESTIMATOR 
IS ALL YOU NEED, 


nh 


ne A ARCATA AE 


“On the Spot 
ESTIMATOR 


pa 


foo 


SILVERPLATING 


aT tast. ..We make (tT a8Y FOR 
you 10 oo Your OWN ESTIMATING 
on stive® aEPiLATING! aust 


ro.LOow THESE SIMPLE sTEers: 





the 
289 tas! pros? seeee? 


To Cash In On 
SILVERPLATING 


and REPAIRING Perea tgensin 
Profits ESTIMATOR KIT 


Now, for the first time ever, you can estimate replating jobs, repairs, 
replacement parts such as knife blades, insulators, brushes, etc. 
RIGHT IN YOUR OWN STORE! With Bron-Shoe’s “On-The- 
Spot” Estimator you can make the profits ordinarily lost because you 
couldn't price the job without a lot of correspondence and expense. 
Known as America’s quality silverplaters for over 30 years, Bron- 
Shoe now offers you still another tool for plus profits. Order your 


FREE Estimator Kit TODAY. 


HERE’S WHAT YOU GET ABSOLUTELY FREE 


® Bron-Shoe's Exclusive ‘Jeweler Approved’ Silverplating Estimator. 
© Handy job tags & mailing labels. 

© Free mat service 

Everything you need to cash in on these profits. 


BRON-SHOE CO. 


America’s Quality Silverplaters 
MAIL THIS COUPON TODAY OFFE R E NDS OC TOBE R 10, st 


The Bron-Shoe Co. 271 FE. Broad Street @ Cadcilbais 15, Ohio 
Rush Free “On-The-Spot Estimator Kit’’ 


FIRM’ NAME 
> See ELH CTO ROE eer SESS KE YF ae 
ADDRESS____ 
CITY | yarns Be STATE 


























new DYMO 


INSTANT 
LABEL- 
MAKER for 


office & shop 


Plastic RAISED-LETTER 
labels in seconds! 


You can now make profes- 
sional embossed labels on- 
the-spot. Dial words, numbers 
... letters come up instantly, 
crisp white against a colored 
background. Self-sticking... 
use anywhere. Model M-5 
TAPEWRITER*. . . $24.95. 
At your dealer or wholesaler. 
Olan aie-mnie) amag-\-Mihe-1e-baeia- 
and sample. : 


Annual Tariff Commission report shows 
60 watch consumption topped 22 million 


Apparent U. S. consumption of 
all watches (domestic and import- 
ed) declined 2.2 million units in 
1960, to 22.6 million. This made it 
the second highest year on record, 
however. 

These facts and a wealth of other 
data about the watch industry in 
1960 have been substantiated in a 
report by the U. S. Tariff Commis- 
sion. 

Since President Eisenhower mod- 
ified the tariff concession on watch 
movements in 1954, the Tariff Com- 
mission has prepared an annual re- 
port to the President on develop- 
ments in the trade. The sixth such 
report was submitted to President 
Kennedy on July 25. 

In its latest analysis, the Com- 
mission advised the President that 
the “conditions of competition be- 
tween imported and domestic watch 
movements” did not warrant a 
formal investigation “into the ques- 
tion of whether a reduction in the 
duties on watch movements could 
be made without resulting in seri- 
ous injury to the domestic watch 
industry.” 

The report also included a limited 
amount of data about the watch in- 
dustry during the first quarter of 
this year, when consumption was 
4.0 million units, compared with 
5.1 million units for the first quar- 
ter last year. 





Watches with domestic move- 
ments took a smaller share of the 
market last year, declining from 
45.6 per cent in 1959 to 41.7 per 
cent, although it rose to 51.1 per 
cent during the first quarter of this 
year. 

Total production of domestic 
watch movements dropped from 
11.3 million units in 1959 to slight- 
ly less than 9.5 million units last 
vear, about equal to 1956 and 1958. 

This decline was entirely in the 
production of pin-lever movements. 
Jeweled-lever movements, which ac- 
counted for 14 per cent of produc- 
tion in 1959, showed a slight gain 
last year. 

“The decline in production of 
pin-lever movements in 1960 re- 
flects a sharp decline in watch pur- 
chases which began in the fall of 
1960,” the report noted. 

This condition continued during 
the first quarter of 1961, when pro- 
duction was lower than in any cor- 
responding quarter since 1957 for 
pin-levers, and since 1956 for jew- 
eled-levers. 

About 19 per cent of the 1960 
output of jeweled-lever movements 
contained 17 jewels. Specialty 
watches, such as self-winding and 
electric models, accounted for more 
than 13 per cent of domestic jew- 
eled-lever watch production. 

The report noted that “domestic 


POND SALESMEN HEAR DIAMOND SPEAKER: Gladys Babson Hannaford, 

well-known lecturer on diamonds, was the main speaker at A. H. Pond Co.’s 

annual Keepsake-Starfire sales clinic in Syracuse, N. Y. Pond executives with 

- vacua riage ) — Mrs. Hannaford are, from left: Richard Davis, treasurer; Robert O. Beadel, 

Trademark of DYMO INDUSTRIES, iNC. vice-president; Robert A. Pond, president; Roland B. Pond, vice-president; and 
For information, write Dept. JCK-9 A_W. Dooli ; es 

2950 7th Street * Berkeley 10, California A. W. Doolittle, advertising manager. 
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+COBB-+ 


exclusive 

design 

aie improves 
dlikemel Flas] 
attachment and 
security 


New Cobb ring guards attach easier, faster. Prongs wrap around — 
grip shank from opposite directions and counter lock. Will not slip On ring! ' 
Ends flush-fit into precision niche. No sharp edges — no exposed seams 
on outside of ring — no torn clothing! In yellow and white 14K gold (~ 


—./ 


and WRC Quality, yellow and white, on corrosion resistant pure nickel base. 


Attractive, convenient card holds twelve ring 
guards of the same size. Sizes as follows: 


Size Shank Width 


No. 20 Ladies’ Up to 242 mm 
No. 21 Men’s 2%, to5 mm 
ora King Over 5 mm 


Order now from your wholesaler! 


Dat iee Cc >) = = Company 


850 WELLINGTON AVENUE, CRANSTON 10, R. lI. 
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MAKE MONEY WITH 


HIGH 
SCHOOL 
JEWELRY 


wer COST fa. 
——_. a 


High School jewelry is “big busi- 
ness” these days. Make profitable 
teen-age sales with High School 
pins and guards, charms and chain 
bracelets. Start campus fads. Build 
a gift business with parents and 
relatives, too. 

Quality-made in sterling silver to 
coordinate with High School Rings. 
No large inventory necessary « No size problem 

Send for free color tlustrated 


price card C9A 


fora Mac] ee 


PY iomhet-12-pamele) 1) bg 
. raci-me-)- 20) SOh. 2 Oe semen © tt sieles me 8) MASS 


FOR INCREASED SALES AND BIGGER CASH PROFITS 


Deal Direct!—Save! Get very best diamond values! 
Rough stones cut in our own modern plant. Supplied 
direct to you in fine mountings, in best selling styles 
No piled-up ‘‘mark-ups’’ to inflate your price, lower 
your profits. Finest service, effective selling aids 
Every item Fully Guaranteed. Memo selections to 
well rated firms. Write for big FREE Catalog plus 
details of our unusual offer, or phone PL 7-1236. 
GLEAMLIGHT, 71 W. 47th St., Dept. K, New York 








SUT EELCEC 
ENGRAVING 


HERALDRY 
ORNAMENTAL 


LETTERING 
CARVING 


Please Write for Prices — Prompt Service 


CHARLES OT 
48 W. 48 ST. 


NYC. N. 
SIMI TTT TT he 


MUTT be 
TORURUUDORERREOREGUEOEEE 








GEMSTONES 
OFFER FROM INDIA 


CUT STONES: Rubies, Sapphires, Emeralds, 
Cats Eyes, Star Rubies, Star Sapphires, Aqua- 
marines, lolites. Moonstones, Garnets, Ame- 
thysts and many others. BEADS. NECKLACES 
composed of Rubies, Sapphires, Emeralds. 
Garnets, Moonstones, Tiger Eyes, Aventurines. 
Agates, Carrelians and many others in round 
and fancy shapes. CABOCHONS, SQUARES. 
HEART SHAPES, CARVED FIGURES, etc. Many 
items we can supply on approval. By dealing 
with us you can build a fine corner in your 
showroom for a small investment No risk. 
Guaranteed profit. Write for details. INDIAN 
GEM HOUSE, 205 Mumbadevi Road, Bombay 
2, India. 











pin-lever manufacturers now make 
their watch movements narrower 
and thinner than they formerly did, 
and some of them plan to market 
still narrower and thinner mode's. 
One of these domestic manufactur- 
ers now markets men’s self-wind- 
ing, pin-lever wristwatches, all 
parts of which are made in the 
United States.” 

In 1960, sales of domestic move- 
ments by U. S. producers totaled 
9.7 million units, a 1.1 million drop 
from 1959. In the first quarter of 
this year, some 1.7 million units 
were sold, compared with 2.4 mil- 
lion units last year. 

The value of manufacturers’ 
sales of watches with domestic 
movements was $84.5 million last 
year, only slightly lower than the 
$86 million in 1959 sales. Sales of 
$11.8 million in the first quarter of 
1961 were 34 per cent lower than 
sales for the same period of 1959, 
however. 

Jeweled-lever and pin lever move- 
ments have fought a see-saw battle 
for leadership in this sales picture. 
In 1953 the value of jeweled-lever 
watch sales by producers was more 
than four times that of pin-lever 
watches. The latter drew even in 
1958 and in 1959 exceeded jeweled- 
lever sales by about 5 per cent. Last 
year, jeweled-lever watch sales 
topped the pin-levers in value, by 
nearly $6 million, but in the first 
three months of this year pin-lever 
watches again took the lead, out- 
pacing the value of manufacturers’ 
jeweled-lever sales by approximate- 
ly 81 per cent. 





BIC PEN 


Imports Top 14 Million 

Total imports of watch move- 
ments last year were 14.3 million 
units, second only to 1959’s total of 
14.5 million units. 

Import volume in 1960 was al- 
most 6 per cent higher than in 
1956, the next highest year, but the 
foreign value of imports last year 
—$53.3 million—was about 7 per 
cent less than that of 1956. 

Imports of 1- or no-jewel move- 
ments have gone from 21 per cent 
of the total imports in 1951 to 50 
per cent in 1960. Volume in that 
period increased from 2.4 million 
units to an alltime record of more 
than 7 million units. 

“The shift to pin-lever move- 
ments has also been accompanied 
by a general decline in the average 
unit foreign value of imports from 
$5.29 per movement in 1953 to 
$3.73 in 1960,” the Commission 
sald. 

The data on imports in the re- 
port are based on official U. S. sta- 
tistics. “Because of smuggling,” 
the report said, “these statistics 
understate the actual quantities of 
foreign movements that enter into 
domestic consumption.” 

The Treasury normally 
watches and movements confiscated 
from smugglers at public auction. 

“When the higher rates of duty 
went into effect in 1954, the incen- 
tive to smuggle watch movements 
increased, especially for the smaller 
sizes containing 17 jewels. 

“No official estimates of the ex- 
tent of smuggling are available, but 


sells 


TV CAMPAIGN MOVES SOUTH: Waterman-Bic Pen Corp. has 


extended its spot TV coverage throughout the Southeast, now blankets the 
whole eastern seaboard with 322 spots each week, reaching 44 million people. 
Nation-wide coverage is expected within a year. The firm’s Southern region 
salesmen are meeting here in Atlanta, Ga., on June 10. 
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PROFITS NEED A LIFT? 


. These books can start you moving ahead! 


Our book department offers the following list of selected works pertaining to 
the JEWELRY and KINDRED TRADES, subject to editions being ‘'In print'’ at the time 


orders are received. We can supply tities from leading publishers. 
quoted cre net. 


No accounts opened for book purchases. 


anywhere In the United States. 


All prices 


Books sent post-paid 


For the Gem Expert, Connoisseur and Student of Gemology 





GEMSTONES 


F. Herbert Smi 
Livereity ilwstrated 13th Edition—560 pgs. 


GEMS AND GEM MATERIALS $6.75 
Drs. Kreus end Slawseon 
Study ef all basic and rare gem meoterials 


DIAMOND TECHNOLOGY 
Pau! Gredzinski 
500 cryste! cleor Iilustrations—-800 pgs. 


THE WORLD OF JEWEL STONES 


Michael Weinstein 
Valuable reference boek—448 pgs. 


$12.50 


$10.00 


$12.50 


4 ey TO PRECIOUS STONES $3.50 
. J. Spencer, 0.Sc., F.R.6.5. 
we work on gems 


STORY OF THE GEMS $5.95 
Herbert P. Whitleck 

Mineralogical background ef precious, semi- 

precious stones 


GETTING ACQUAINTED WITH MINERALS $6.95 

George L. English & Davis E. Jensen 
Instructions for identifying ever 500 different 
minerals 


HANDBOOK OF GEM IDENTIFICATION $7.00 
Richard T. dicoat, Jr. 
Generously illustrated—352 pgs. 


GEM TESTING Second edition 
B. W. Anderson, B.Sc., F.G.A. 
Simple scientific test 


A FIELD GUIDE TO ROCKS & MINERALS $4.50 
Dr. Frederick H. Pough 


For the Jewelry Repairer, Engraver, Designer, Plater and Enameler 





JEWELRY ENGRAVER’S MANUAL $4.25 
Jehn J. Bewmen & R. Allen Hardy 

Complete and authoritative, profusely ilius- 

trated—143 pgs. 


JEWELRY REPAIR MANUAL $4.85 
. Allon Hardy & John J. Bowmen 

Guide ‘te tools and techniques ef repairing 

—also stone setting—166 


JEWELRY DESIGNING & APPLIED DESIGN $40.00 
C. A. Jakebb 


MERALDIC DESIGNS AND ENGRAVING $10.00 
M. Bergling & A. Tuston Hay 

sake Edition—illustrated handbook and dic- 

tionary of terms—92 pgs. 


JEWELRY, GEM CUTTING AND METALCRAFT $5.75 


PRINCIPLES OF ELECTROPLATING AND 
ELECTROFORMING 


Williem Blum & Geo. 8B. Hogeboom 
Revised and enlarged edition 


William T. Baxter 
Many illustrations—360 pgs. 


JEWELRY AND ENAMELING $4.95 


Greta Pack 


ENGRAVING ON PRECIOUS METALS $7.80 
Brittain, Wolpert & Morten 
Textbook for beginner of expert—225 pgs. 


JEWELRY MAKING AS AN ART EXPRESSION $6. a 


D. Kenneth Winebrenner 


instruction manval—55 full page drawings 


ART MONOGRAMS & LETTERING $6.25 
19th Deluxe Edition—102 pgs. 


ART MONOGRAMS & LETTERING $3.00 
18th Edition—paper cover—4@ pgs. 


JEWELRY MAKING FOR SCHOOLS, TRADES- ENGRAVING STYLE CHARTS $4.00 
MEN, CRAFTSMEN Soft Cover $2.95 Asserted—erder by the des. 
Hard Cover $4.25 JEWELRY & SILVERWARE ENGRAVING $2.00 
Murray Bevin CHARTS 
Describes all techniques, procedures of making J. M. Bergling 
jewelry Set of four 


For the Skilled Watch and Clock Maker, the Apprentice and Student 


WATCH REPAIRERS MANUAL $6.50 
Henry 8. Fried 
Covers all phases of watch repelring—306 pgs. 


KEYSTONE WATCH REPAIR RECORD BOOK $3.00 
2,000 entries—140 pgs. 


WATCHMAKER’S LATHE AND HOW TO 
USE IT 


Denald DeCarle 
Detailed explanations and Iilustrations—154 pgs. 


LOCK ANB WATCH ESCAPEMENT 7. PRACTICAL COURSE IN HOROLOGY 3.25 

. a . J. Gaxel ~ - , —_ on ta ly - ' PRACTICAL CLOCK REPAIRING 
Watch construction, revalr meintenance, etc. Donald DeCarle 

450 illustrations—230 pgs. 





WATCH AND CLOCKMAKER’S HANDBOOK $15.00 GEARS ve SMALL MECHANISMS $5.00 
E. J. Britten—Revised by J. W. Player 0. Davis 
15th Edition—605 pgs. Gear gt ke and cdjustment 


WITH THE WATCHMAKER AT THE BENCH $3.50 
Donald DeCarle 
$7.50 Profusely illustrated—243 pgs. 


WATCH REPAIR (1957) $4.85 
Hareld C. Kelly 

Theereticai, practical and mechanical phases 

of horology—248 pgs. 


me? ef and escapements’ illustrations— 


794 pgs. —192 pgs. 


On Silver for the Jeweler, Silversmith, Collector and Antiquarian 





THE gd — PATTERN INDEX ENGLISH SILVER—1675-1825 $5.00 
1958 EDI Stephen G. C. Enske & Edward Wenhem 


neath nat iste Keystone Line drawing illustrations—109 pgs. 
Without Binder $17.50 BOOKS OF OLD SILVER THE GOLDSMITH’S AND SILVER- 
Seymour B. Wyler 


With Leather Binder $27.5¢ ' 
More than 1,260 a bia + wl - ' 20,000 halimarks—447 pgs. SMITH’ — $5.00 


pettern names For these working in precious metals— 
: 105 pgs. 
Order Your Choices Today! 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut & 56th Streets, Philadelphia 39, Pa. 


Check er money order must accompany all orders. Do not send cash. Prices subject to change without notice. No books sent on approval. 
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Pinnacle 


Of Perfection 


Try the light 
test, just as 
arclecie-lecitclece 
GEMMA STARS 
are translucent 
(when placed on 
a light). 


Imported by arrangement with the 
Mlale (te Clb Abie aPae Ocal eleme Or-1ee)lel-miOlelaelela-belels me 


SOLD EXCLUSIVELY THROUGH LEADING STONE DEALERS 


> 
OW aren @7 OAV AY baW Grevrelorveny 


17 WEST 47th STREET, NEW YORK 36, N.Y. 


170 


TWO UNIQUE GEMS: These two rare diamonds were on display at the booth 
of the Diamond Manufacturers & Importers Association during the RJA show 
in New York. At left is a Williamson rosé of 19 carats from the Williamson 
Mine in Tanganyika which has been in the possession of S. Toepfer, Inc., New 
York diamond cutters, for some time. The only other stone of comparable size 
and color is a 23.5 carat diamond, from the same mine, now in the possession 


of Queen Elizabeth. At right is one of the few known engraved diamonds in 


existence. The portrait of Queen Frederika of the Netherlands was engraved 
on the two-carat stone about 1815. It was acquired by Max Fine & Sons, Inc., 
New York, in 1920. This unusual diamond was exhibited at the World’s Fair 
in Brussels in 1958. These pictures were taken by the Gemological Institute of 


America on their new stock record 
New York show. 


various persons in the trade esti- 
mate that it ranges from one-half 
million to more than three million 
units a year. 

“The Commission. . . recognizes 

. that the volume of smuggling 
is sufficiently large to pose a seri- 
ous problem not only for the Fed- 
eral authorities that are charged 
with stamping cut smuggling but 
also for all legitimate interests in 
the watch trade.” 


More German Imports 


Switzerland, traditional supplier 
of foreign watch movements in the 
U.S., has seen its share of Ameri- 
can market decline from 97.3 per 
cent in 1952 to 84.1 per cent last 


year, and 81.8 per cent in the first 


three months of 1961. 

Chief competition has been West 
Germany, whose share increased 
from 2.5 per cent in 1951 to 12.2 
per cent in 1960, and 13.4 per cent 
in the first quarter of this year. 
These imports have been primarily 
movements used in small clocks. 

Imports of jeweled-lever move- 
ments in the 16- to 17-jewel bracket 

-mostly with 17 jewels—account 
for about 84 per cent of all jeweled- 
lever imports. 

In 1960 there were 6.0 million 


camera, which was demonstrated at the 


16- to 17-jewel movements import- 
ed, down slightly from the 6.1 mil- 
lion units in 1959. Most of the de- 
cline in imports of these move- 
ments since 1953 (8.4 million units 
that year) has been in those 0.6-0.8 
and 0.9-1.0 inch in width. 

Many 17-jewel movements reach 
the vetailer’s shelves with 21 or 
more jewels. A “number of con- 
cerns” in the U. S.—mostly im- 
porter - assemblers — “remanufac- 
ture’ imported 17-jewel movements 
into higher jeweled watches be- 
cause the cost of such conversion 
is much less than the difference in 
duties between 17-jewel movements 
and those with more jewels (“‘more 
than $8... [difference] ... ona 
typical men’s size wristwatch).”’ 

The Commission said “another 
widespread practice” is the conver- 
sion of imported 17-jewel move- 
ments into self-winding movements 
with more jewels—usually 21 or 
more—by adding an imported jew- 
eled self-winding attachment. 

The Commission’s analysis indi- 
cates that movements of the size 
normally used in men’s wrist 
watches have accounted for slightly 
more than half of the total im- 
ported, a proportion maintained 
with “little change” for the past 


, 
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10 years, the report said. 


Million Used in Clocks 

No separate statistics are avail- 
able on the proportion of imports 
that are used in small clocks rather 
than watches. The Commission es- 
timates that more than one million 
units were imported last year for 
use in clocks. 

The Commission again noted the 
increased consumer acceptance of 
pin-lever watches, “particularly in 
the smaller sizes that are currently 
supplied largely by imports.” 

The pin-levers’ popularity, it said, 
was due to their comparatively low 
prices, great variety and higher 
quality in recent years, and to the 
mounting cost of repairs on jew- 
eled-lever watches and extensive ad- 
vertising of pin-lever watches. 

Domestic concerns which manu- 
facture jeweled -lever movements 
exclusively are Bulova Watch Co., 
Hamilton Watch Co., Elgin Na- 
tional Watch Co., and Precision 
Time Corp. The latter sells move- 
ments only. The others sell watches 
with either imported movements or 
those of their own domestic manu- 
facture. 

U. S. Time Corp., E. Ingraham 
Co. and General Time Corp. pro- 
duce pin-lever movements and the 


INSILCO VISITOR: Visitors to Inter- 
national Silver Co.’s historical library 
are Richard M. Langdon and his wife, 
who is examining pewter crafted hy 
her great, great, grandfather, Ashbil 
Griswold. One of International’s ear- 
liest predecessors, Griswold set up 
shop in 1808. 
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latter also makes pin-lever move- 
ments used in small clocks. All 
three also sell watches with im- 
ported pin-lever movements and 
two of them market watches with 
imported jeweled-lever movements. 

Most of the jeweled-lever watch 
movements manufactured or im- 
ported by domestic producers and 
most of the pin-levers made in the 
U. S. are cased in domestically pro- 
duced cases. Most of the imported 
pin-lever movements are cased 
abroad. 


Swiss executive tours 
U. S.: visits retailers 


Dr. A. M. Schiitz, executive vice- 
president of Eterna, S. A., Switzer- 
land, arrived in New York by plane 
June 5 to tour the nation, visiting 
jewelers from coast to coast. 

The purpose of Dr. Schiitz’s trip 
was to learn more about the Ameri- 
can watch marketing scene and to 
discuss problems with U. S. retail- 
ers. He returned to Grenchen, 
Switzerland, on July 12. 


Fisher elected president 
of Cincinnati company 


Cherrington L. Fisher was nam- 
ed president of the Harry Green- 
wold, Wallenstein-Mayer Co. at the 
annual meeting of the board of 
directors Aug. 4. 

Fisher suceeds the late Harry 
Greenwold as head of the Cincin- 
nati wholesale jewelry firm, which 
has been in business almost 60 
years. 

Fisher has been vice-president of 
the firm for many years. He had 
been associated with the former 
president for 35 years. 

Charles K. Stern was again elect- 
ed vice-president. He served in this 
post for the Wallenstein-Mayer Co., 
as well as for the combined firm. 


Sterling design contest 


attracts many entries 


The 1961 Sterling Today Stu- 
dent Design Competition, spon- 
sored by the Sterling Silversmiths 
of America, drew 137 original de- 
signs from students at 16 schools. 
ollowing final judging next month, 
winners will receive casi prizes, 
medals and a trip to New York. 

















New Revised Edition 


By Henry B. Fried. New material 
makes this best selling manual 
more timely than ever, in its new 
edition. Information includes 
latest advances in watchmaking 
since original publication in 1949: 
full descriptions of the main units 
of the self-winding and water- 
proof watches; complete direc- 
tions for cleaning and overhaul- 
ing watch movements. Special 
sections are devoted to general 
repairs; trouble-shooting; and fine 
labeled drawings of movements 
in chronographs, and self-wind- 
ing, alarm wrist, and calendar 
watches. Outstanding for its pre- 
sentation and many illustrations 
— including four enlarged color 
views of watches — this is the 
practical, working guide to watch 
repairs. 310 pp. $6.95 


by John J. Bowman 
and R. Allen Hardy... 
THE JEWELRY ENGRAVER’S 
MANUAL l43 pp. $4.25 
by R. Allen Hardy 
and John J. Bowman... 


THE JEWELRY REPAIR MANUAL 
160 pp. $4.85 


by W. J. Gazeley... 


WATCH AND CLOCK MAKING 
AND REPAIRING 420 pp. $10.00 


CLOCK AND WATCH ESCAPE- 
MENTS 294 pp. $7.50 
All books are fully illustrated. 


Order through your bookstore, 
jewelry supply store, or from 


D. VAN NOSTRAND COMPANY, INC. 


120 Alexander St., Princeton, N. J. 


























SAVES ON 
INVENTORY 








e Makes rings 
larger or 
smaller 

@ Expanding mandrel 


accepts rings from 
sizes 1 to 15. 


@ No scratching. 
No marring. 


@ Reducing die with 

16 sizing holes permits 
the greatest range of only OG 50 
reductions. Time Payments 


Contact your wholesaler or 
write for literature to: 


new hermes 
154 West 14th Street, New York 11, N. Y. 














worldwide 
distributors 
of 


LINDE” 


*‘Linde’ Stars are the only syn- 
thetic star sapphires and star 
rubies produced under quality 
controls so rigid they match the 
perfection of natural star gems 


CHARLES F. WINSON 
580 Fifth Ave., New York 36 * COlumbus 5-2656 








JIC HONORS A FOUNDER: This 18-karat gold medallion (both sides shown) 
will be presented by the Jewelry Industry Council to W. Waters Schwa), long- 


time president of J. R. Wood & Sons, Inc., 


JIC approves award 
for W. Waters Schwab 


Officers and directors of the 
Jewelry Industry Council. meet- 
ing Aug. 8 in New York, voted to 
present an 18-karat gold medallion 
to W. Waters Schwab, one of the 
founders of the JIC and a director 
since its inception. 

Schwab, who had been president 
of J. R. Wood & Sons, Inc., since 
1933, retired in January. 

The medallion, three inches in 
diameter, was created by a special 
committee headed by Gustav H. 
Niemeyer of Handy & Harman. 
Presentation will be made later 
this year. 

The medallion, JIC said, is in- 
tended not only as a tribute to 
Schwab for his Council activities, 
but also to recognize “his work and 
efforts in numerous other jewelry 
industry organizations over many 
years.” 

The medallion, encased in lucite, 
has engraved messages on both 
sides. 

In other business at the meeting, 
the directors reviewed the Coun- 
cil’s activities thus far this year. 


Mississippi RJA elects 
Carpenter as president 


Credit, selling, diamond ap- 
praisal, store image and discount 
competition were among the sub- 
jects highlighting the program of 
the 10th annual Mississippi Retail 
Jewelers Association convention 
July 23-24. 

Meeting at the 


Buena Vista 


and a JIC founder and director. 


Hotel in Biloxi, the organization 
elected Harvey Carpenter of Bates- 
ville as president. (See photo at 
bottom of page. ) 

Other officers elected were Harry 
Simmons, Winona, vice-president; 
Bernard Skibell, Greenville, vice- 
Frank Buehler, 


secretary-treas- 


president; and 
Ocean Springs, 
urer. 

Speakers included: Oliver Jen- 
kins, representing Retail Jewelers 
of America; Paul E. Speights, on 
“Retail Credit’; Roy Hatten, on 
“Professional Selling’’; Robert 
Crowningshield, on “The Forgotten 
Factor in Diamond Apraisal’; 
Frank Russell, on “The Retailer's 
Image’; and Pinky Koss, on 
‘“What’s With the Discount 


99 


Houses ? 


jis 
MISSISSIPPI RJA ELECTS: Robert 
Rollings, left, out-going president, 
congratulates his successor, Harvey 
Carpenter, at convention of Missis- 
sippi Retail Jewelers Association in 
Biloxi. 
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JVC directors meet at Waldorf-Astoria, 
urge support for Stamping Act change 


Jewelers throughout the U. S. 
were urged to support the proposed 
amendment to the National Stamp- 
ing Act at the mid-year board of 
directors meeting of the Jewelers 
Vigilance Committee. 

Senate bill S. 1186 and House 
bill H. R. 5442, which are identical, 
provide that a quality mark must 
be accompanied by an identification 
of the manufacturer or distribu- 
tor. 

Chairman Gustav H. Niemeyer 
opened the meeting, which was held 
at the Waldorf-Astoria in New 
York on Aug. 9, by reporting that 
numerous complaints including 
newspaper and other advertising 
have been brought to the Commit- 
tee for action. 

A JVC spokesman said the Com- 
mittee is frequently provoked into 
action through claims made by 
groups such as “guilds,” which try 
to give their members a position of 


, 


superiority over competitors. 

“Too often,” JVC said, “such ac- 
tivities are merely devices to fur- 
ther a plan of promotion resulting 


mostly in benefits to the promoter.”’ 

Another issue discussed was the 
problem of combating the use of 
misieading words in describing syn- 
thetic stones. Emphasis was placed 
on the position that stones belong 
in one of three categories-——natu- 
ral, synthetic or imitation and 
should be described and _ sold 
for what they are. Here, JVC cited 
the Chatham and _  Diamond-ite 
CaSes. 

At the request of the Federal 
Trade Commission, meetings were 
held under JVC auspices to discuss 
proposed rules for the watch indus- 
try. They will encompass the pres- 
ent rules on waterproofing watch 
cases, watch movements and others. 
These preliminary meetings were 
held to elicit suggestions from in- 
dustry which may be helpful in 
drafting new rules. 

FTC is expected to announce an 
industry meeting to discuss watch 
attachments shortly. 

William T. Lusk, chairman of the 
finance committee, reported some 
results from the financial appeal 











Style #F158I 
Style #G158E 





JEWELERS’ BOXES 


Cotton Filled — Satin Lined 


Metal Jewelry Cases 


Set-up and Folding Boxes for Flat- 
ware, Holloware, China, Glass, Com- 
plete stock ready for immediate ship- 
ment 


Fancy Wrapping Paper 
Seals, Stickers 
WRITE FOR CATALOG 


TOR, 
MODERNIZING BOOSTS BUSINESS: Busch & Sons Jewelers, owned by Frank 
Fite and Don Waddington, opened a sleek new store in Abilene, Tex., in early 
July. “We have proved in a short time that quality jewelry is still sought by 
many people,” Fite reports. The store’s bridal business and charm sales jumped 
30 to 40 per cent, repair department business is up 50 per cent. This large, 
low window (the location was formerly a ladies’ ready-to-wear shop) “has been 
very good for ‘heavy’ pieces, such as silver, china and gifts,” Fite said. Drop 
lights were also used in store’s interior. 





PICTORIAL 


PAPER PACKAGE CORPORATION 
232 S. LAKE ST. AURORA, ILLINOIS 
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FULL SCHOOL NAME 
FINE STONE 
NO DIE CHARGE* 


*EXCEPT FIRST ORDER 
12 PIECES 


EXCLUSIVELY 
for Retail Jewelers. 


KINNEY CO. 





123 STEWART ST. 
PROV. 3, R.I. 











Tired of mass produced ‘name’ 
Jewelry—making your shop the 
same as any other? 


GOOD NEWS... 


We have fresh new ideas in orig- 
inal hand made Sterling and 14K 
overlay Jewelry set with Onyx, 
Turquoise, Jasper, Tigereye, Am- 
ethyst, Carnelian, etc. 


* Expensive looking yet inexpensive. 
* Modern as well as traditional in motif. 
* Distinctively packaged. 


* Lavishly promoted for you. 


Naturally —our production is 





limited—but this means individ- 





uality. 


lf you have a fine shop and if this copy 


makes sense to you then call or write today 
We will be glad to work with you 





GEORGE SASSEN 


Manufacturing Jewelers 
350 West 31st S#. 
New York City 1, N. Y. 





| | +. 





better Jewelers’ friend since 


The 





1945, 








made throughout the country last 
June, and added a more deter- 
mined effort will be made this Fall. 

Aaron Lipper, of Lipper, Shinn 
& Keeley, counsel for the commit- 
tee, said there was a wave of re- 
tail ads offering topaz and smoky 
topaz, which was actually topaz 
quartz or citrine. Another case 
cited involved advertising of al- 
legedly smuggled diamonds said to 
have been purchased from the U. S. 
Government. One case, referred to 
FTC, dealt with alleged misrepre- 
sentation of the claimed weight of 
diamonds in a-— manufacturer’s 
rings. 

P. Irving Grinberg, executive 
vice-chairman, said he had been 
requested to chair a committee of 
the watch industry to take steps to 
combat smuggling. Meetings with 
Customs authorities were held in 
New York and Washington. 


National Bridal Service 
plans Atlanta seminar 


“A three-day highly concentrated 
and highly specialized course of 
‘live’ instruction” is being offered 
this month by the National Bridal 
Service, Atlanta, Ga. 

The occasion is the NBS’s first 
Professional Bridal Consultant’s 
Seminar, scheduled for Sept. 11-13 
at the Henry Grady Hotel in At- 
lanta. 

NBS said the seminar does not 
replace its home study course, which 
requires four to five months to 
complete. The Seminar has been 
developed to meet the demand for 
a short course that would quickly 
develop bridal consultants to a high 
level of efficiency. 

Morning and afternoon sessions 
held and will include lec- 
tures and demonstrations with stu- 
dent participation. 

The staff is composed of Jerry 
Conner, president of NBS; Henriet- 
ta Foster, a registered bridal con- 
sultant of Athens, Ga.; and Prof. 
David J. Schwartz of the Georgia 
State College of Business Adminis- 
tration. 

Enrollment fee is $125 per per- 
son, which includes work sheets, 
materials, title certificate, text, and 
a copy of the NBS Golden Book of 
Ideas. 

Students 


will be 


attending the course 


Y 


CLA 
ir Vy 


will receive a certificate noting that 
they have received the title “Grad- 
uate Bridal Consultant.’ 

Among the topics which the sem- 
cover are: How to get 
out of registering a 
how to build your 


business: 


inar will 
the most 
“bride-to-be” ; 
wedding invitation 
to approach the bride’s mother or 
friend; how to 
for successful sales work; coordi- 
nating sterling, china and crystal; 
the impact of bridal atmosphere; 
and ideas for better merchandising. 


how 


apply psychology 


Precious metal clasp 
shown at New York show 


A precious metal safety clasp 
for pearl necklaces, created and 
manufactured by Kurt Wayne, New 
York jeweler, was exhibited at the 
Retail Jewelers of America Conven- 
tion and Trade Show in New York 
last month. 

The clasp, called Wonder-Lok, 
was on display as part of the 
$500,000 jewelry display in the 
booth of Engelhard Industries Inc., 
Newark, N. J. 

The precious metals firm supplies 
the palladium platinum for 
W onder-Lok. 

The clasp utilizes a spring action 
clasp which encircles a single pear] 
without showing the mechanism. 

Wayne has designed about 50 
styles of Wonder-Loks, priced from 
$40 to $4000. 


and 


PRECIOUS METAL CLASP: A new 
necklace clasp of precious metal, 
called Wonder- Lok, was introduced at 
the RJA Show. This is one of the 
styles designed in palladium. 
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Fake “wholesalers ” 


discount selling 


at retail draws FIC attention 


Recent reports indicate that the 
Federal Trade Commission is about 
to crack down on “wholesalers- 
turned - retail - discounters.” These 
in many cases, have 

wholesale identity 
manufactur- 


‘‘wholesalers,” 
retained their 
with their resources; 
ers and suppliers continue to sell 
them on the same terms and at the 
as when they bought 
to retailers. 


same prices 
exclusively for sale 

Buying at wholesale distributor’s 
prices gives these wholesaie-retail 
discounters an insurmountable com- 
petitive advantage over legitimate 
retail competition of 20 to 35 per 
cent. They usually sell to consumer 
customers at the same prices offered 
to retailers in the same marketing 
area and frequently from the very 
same catalogue. 

Under the law, a manufacturer 
or other supplier cannot give pref- 
erential prices or terms, adversely 
affecting competition, to one class 
of customers that is not 
to all of his customers of the same 
class on an equal basis. 

Apparently, the FTC 
that: 

(1) The 
who 
how 


available 


believes 
so-called ‘“‘wholesaler”’ 
sells at retail, regardless of 
low his prices may be, is in 
fact a retailer 

(2) nage is unlawful for 
him to seek, or for his supplier to 


ON THE AIR: Carl Bross, right, gen- 
eral manager of Traub Manufactur- 
ing Co., discusses rings with Jim 
Wood, over WJR, Detroit radio sta- 
tion. Bross appeared three times on 
Wood's program, “Showcase.” 
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give him, prices or terms not avail- 
able to other competing retailers 
sold by the supplier 

(3) The fact that the 
saler’”’ may make some bona 
wholesale sales does not dismiss the 
violation retail 
business, 

Under Section 6 of the Federal 
Trade Commission Act, the Com- 
mission has the power to enforce 
answers to enquiries directed to 
corporation engaged in com- 
their business prac- 


“‘whole- 
fide 


occasioned by his 


any 
merce as to 
tices, ete. 

Information from sources con- 
sidered reliable indicates that the 
Commission has started sending 
letters of inquiry to manufacturers 
and suppliers designed to deter- 
mine violations in this area. Jewel- 
ers having knowledge of such 
violations may send such informa- 
tion to the Federal Trade Commis- 
sion, Washington 25, D. C. They 
may be assured that their names 
will be kept strictly confidential by 
FTC and not divulged to anyone. 

In addition to the substantial 
price differential, wholesale-retail- 
discounters have had other mate- 
rial advantages. Many have tried 
surreptitiously to carry on their 
retail discount business while con- 
tinuing to sell their unknowing 
and competing retail jeweler ac- 
counts. Of course, as most of these 
retailers realized that they were 
being “two-timed,” they doubtless 
dropped the “wholesaler” from 
their list of suppliers. 

However, there are some retail 
jewelers who knowingly continue to 
buy from the competing “whole- 
saler,”’ possibly because of a local 
supply condition or financial neces- 
sity. Retailers who close their eyes 
to these peccadillos give these 
“wholesalers” an aura of authentic- 
ity and possibly even help them re- 
tain their manufacturer-wholesaler 
relationship by keeping the “‘whole- 
saler’s’” volume up. 

Legitimate wholesaler jewelers 
are concerned about the double- 
dealings of the fakes who represent 
themselves as wholesalers’ while 
‘arrying on a retail business as 
discounters. 


Leonore 

Doskow 

personal- 

ized sterling 

silver novel- 

ties offer every 

retailer 1001 op- 
portunities for 

more gift sales. The 

wide variety and top 
quality of these items 
have proven themselves 
with hundreds of jewel- 
ers, at store counters 
throughout the country 


160! 
STERLING 
SILVER 
Gil TlEMsS 


KEONORE DOSKOW PORTRAIT CHARMS 
Now any 
nently 
silver or 14 Kt. 

worn on bracelet or key chain. 
Cufflinks; necklaces, pins, 

tie clips etc., in sterling 

silver are available fea- 

turing these beautiful 

portrait charms. 


photograph can be 
ransferred onto a sterling 


gold charm and 


perma- 


For further infor- 


mation write: 


LEONORE DOSKOW INC. 
SILVERSMITH 
MONTROSE, NEW YORK 


ins calle a 3 . 











CRYSTAL CLEAR GLASS DISPLAY DOMES 

Individually Packaged for Safe and Easy Handling 

For Covering: Figurines, coe Objets D’Art 

Wedding Cake Ornaments Supplied with Walnut 
Mahogany or Black Wood Finis hed Bases 
List 


ne 
~ 


NOONE Ss= 


Qenurens: 





Glass ‘ Weatecte 
Watch/Dome with hook 
& bas e 4 . 
thru 5 De ~ 75 ef 
» doz. $14 00. doz 
$24.00 
* Machine Made 
All Prices Net Wholesale . ~ _ nanan 
Write for complete lis 
Crystal Glass Tube & Cylinder ‘Com an 
7317 South Chicago Ave., Chicago 19, Ili. 




















WHAT'S BEHIND THE WALLACE 


SILVER SALES BOOM? 4 























NEW IN FINE JEWELRY: This 
flower pin is one of a 50-piece col- 
lection called Designers Precious 
Jewelry introduced at the RJA Show 
by Walter Lehman Associates, a sub- 
sidiary of Eichberg & Co. The pin 
has a special! closure so that fresh or 
artificial flowers may be used. The 
stem of 18-karat gold has two dia- 
monds at its base and four diamonds 
are sprinkled on the leaves. 


New jewelry designs 
introduced at RJA show 


Walter Lehman Associates intro- 
duced a collection of new designs 
in precious jewelry at the RJA 
Trade Show last month—terming 
it the first entry of a diamond man- 
ufacturer into the fashion field. 

The firm is a subsidiary of the 

K diamond company, Eichberg & Co., 


Inc. The collection is called Design- 


; ers Precious Jewelry. In addition 

r to full-cut diamonds in every piece, 

a wide variety of stones are used 

LUSTROUS, for color and texture. The jewelry 
LOVELY is made with 18 karat gold. 

Most of the collection retails for 


approximately $200 to $600. 


... Stainless silver-tone serving ware 
Smart, fresh, and functional, the Medallion group is designed Electric clocks shown 
with a crispness and grace seldom seen short of sterling at Sunbeam meeting 


itself. Soft, silver-tone surfaces are accented with gleaming 
gold tone escutcheons and warmed with teaked walnut trim. Electric housewares sales. will 
It has eve appeal and buy appeal that let you benefit Surpass former peaks during the 
from continuous window and counter display. remaining months of 1961 and 
Write us, today, for a complete pictorial catalog of the early 1962, Richard D. Maher, gen- 
Medallion line and the profitable pricing that makes this the eral sales manager, predicted at 
right merchandise for you. Easel counter display cards, Sunbeam Corp.’s national sales 
reproducing our advertising in HOUSE & GARDEN meeting in June. 
tei available, free, for you to use. Among the new items shown to 
. more than 200 sales personnel at- 
over 25 perfect pieces, from $2.95 to $18.95 tending the two-day session in Chi- 
(slightly higher in West) “ago were: electric clocks, hair 
dryers and blankets and advance- 
MIRRO ALUMINUM COMPANY * MANITOWOC, WISCONSIN | ments in coffeemakers and percola- 
MAKERS OF FINE’ QUALITY PRODUCTS SINCE 1895 tors. 
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» Frank Dubin was re-elected presi- 
dent of the New York Jewelry Casters 
Association at the group’s annual 
meeting at the Hotel Warwick, June 
7. Also elected were: Jack Weintraub, 
vice-president; Jack Finelt, secretary; 
and Hans Schambach, treasurer. 

» Saul B. Rosnov, president of M. 
Rosnov, Inc., Philadelphia jewelers 
and silversmiths, left Aug. 9 on an 
extended buying trip to Europe. 

e Mur Jewelry Co. of Lewistown, Pa., 
celebrated its 25th anniversary in 
May. The store has remained in its 
original location at Market and Main 
Sts. 

e Tobias N. Berger, counsel for the 
recently formed Jewelry Manufactur- 
ers Association, Inc., has moved his 
offices to 400 Madison Ave., New York. 
e J. Mehriust, New York manufac- 
turer of diamond jewelry, has moved 
to a new location at 16 E. 52nd St. 

e Lester A. Kahn, vice-president of 
Michael Kohn, Inc., Elizabeth, N. J., 
gave a talk on diamonds at a July 
meeting of the Elizabeth Rotary Club. 
e Frederick Haviland, vice-president 
of Haviland & Co., Ine., has _ been 
named chairman of the china and 
glassware division of the 1961 Greater 
New York USO campaign. 

» Selling Research, Ine., national 
store audits, New York, has formed 
a subsidiary, Custom Made Consumer 
Panels, Inc., to conduct market re- 
search. 

e Charles Braunstein of Charles 
Braunstein, Inc., has been appointed 
chairman of the jewelry division of 
the 1961 fund appeal of the Travelers 
Aid Society of New York. 

» Regent-Sheffield, manufacturers of 
cutlery, moved into new $500,000 head- 
quarters in July at 152-35 10th Ave., 
Whitestone 57, N. Y. The one-story 
building of 60,000 square feet is lo- 
cated on a 147,00 square foot plot of 
ground. 

» Bert Kalisher of Kalbe Co., manu- 
facturer of watchbands at 43 W. 24th 
St., New York, returned recently from 
Europe. He reports that bands there 
are displayed with as much impor- 
tance as watches. 

» It was incorrectly reported in this 
column last month that Henry C. 
Gelula is president of the New Jersey 
tetail Jewelers Association. Gelula 
is a past president of the organiza- 
tion. Martin Parian is its current 
head. 

» Andrew Hammer, head of the re- 
pair department of Krauss Jewelers, 
Inc., Ambridge, Pa., for 11 years, has 
been elected a vice-president of the 
firm. 

a Malcolm P. Campbell will move his 
Canandaigua, N. Y., jewelry store this 
fall from its 25-year location at 130 
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S. Main St. to 163 S. Main St. The 
jewelry business, in operation since 
1881, was purchased by Campbell’s 
father in 1916. 

=» Charles E. Farnicorn has moved his 
jewelry business in Sharon, Pa., from 
819 E. State St. to newly constructed 
quarters in front of his residence at 
791 E. State St. 

=» George N. Weissinger has opened 
Weissinger Jewelers at 3 N. Mechanic 
St. in Carthage, N. Y. He also op- 
erates a store in Clayton, N. Y. 

» Willis Cowlishaw has been elected 
president of Wiss Sons, Inc., opera- 
tors of jewelry stores in Newark, 
East Orange and Montclair, N. J. The 
Wiss stores became a part of the Fine 
Jewelers Guild, a division of Zale 
Jewelry Co., earlier this year. Cow- 
lishaw formerly headed Boswell Jewel- 
ers of Tulsa, Okla., another Guild 
unit. 

» Herman and Norman Tobias have 
opened Tobias Jewelers in New Ro- 
chelle, N. Y., in its new location at 
555 Main St. The store was formerly 
located in a smaller site on Main St. 
between Center Ave and Maple St. 

=» Milton Berner, owner of Berner’s 
Jewelers in Mamaroneck and Port 
Chester, N. Y., achieved a long-stand- 
ing goal June 21 when he was gradu- 
ated from the New York University 
Law School. He has attended winter 
and summer sessions since June, 1959, 
to earn the degree. 

» William S. Hartzel has purchased 
Johnson’s Jewelry and Gift Shop on 
Main St. in Bloomsburg, Pa., from 
Clifford Johnson. 

=» Seldin’s Quality Jewelers, Red Bank, 
N. J., whose store at 68 Broad St. was 
destroyed by fire last December, has 
opened in a new store at 43 Broad St. 
a Stuyvesant Jewelers, Inc., has 
opened at Stuyvesant Plaza in Al- 
bany, N. Y. Nathan Weiss is presi- 
dent of the firm. 

» Hardy and Hayes, 75-year-old Pitts- 
burgh jewelry firm, awarded its third 
annual $1000 scholarship award in 
July to Allegheny County’s most out- 
standing girl scholar for 1961. 

» Enicar Watch Corp. has leased 6600 
square feet of space for its executive 
offices on the 12th floor of 12 E. 39th 
St., New York. 

» La Ru Co., Inc., costume jewelry 
firm, has leased additional space at 
1199 Broadway, New York. 

» Dynamics Corp. of America has pur- 
chased the Norbury Watch Co., Ltd., 
of Croydon, England. 

»s Edward W. Hendricks has been 
named manager of Community Jewel- 
ers in Danville, Pa. 

» John K. Morrison celebrated his 
40th anniversary with Ward’s Jewel- 
ers, Yonkers, N. Y., in June. 
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NEW 


» Herb Panoff, advertising promotion 
manager for Markson Bros., a jewelry 
and clothing store chain, has formed 
Herb Panoff Advertising Agency, 
with offices in Boston. 

n Cabot-Hendric, Wellesley, Mass., 
jewelers, have opened a summer 
branch at Snug Harbor, Mass. The 
store specializes in diamonds and the 
creation of custom designs in jewelry. 
=» Vernon L. Deas has opened a jew- 
elry store in Lenox, Mass., at 42 
Housatonic St. The store features 
women’s jewelry which Deas makes 
himself. 

= Michael’s Jewelers, retail chain in 
Connecticut and Rhode Island, have 
moved their executive offices in Hart- 
ford from 157 Church St. to the 
fourth floor of the Bullard Building, 
Elm and Orange Sts. The company 
has leased about 7300 square feet of 
space on the fourth floor. 

» Nathan Pearlin, Inc., jewelers on 
Orange St. in New Haven, Conn., 
went out of business in July after 61 
years in operation. 

=» Slaton Jewelers in Chelsea, Mass., 
held a two-day sale in July to cele- 
brate the re-opening of their store at 
288 Broadway after completion cf 
renovation and modernization. Harry 
and Sheldon Bershad are co-owners 
of the store, which has been in busi- 
ness since 1894. 

» The sale of the Lux Cleck Manufac- 
turing Co., Inc., Waterbury. Conn., to 
the Robertshaw-Fulton Controls Co. 
of Richmond, Va., has been approved 
by Lux stockholders. The sale became 
effective July 17 and the firm is now 
known as the Lux Time division of 
tobertshaw-Fulton. 

a International Silver Co. is trans- 
ferring operations at its cutlery plant 
in Florence, Mass., to Factory A in 
Meriden, Conn. The move, begun last 
month, will continue for six months. 
Officials said the action was taken in 
accordance with company policy to 
consolidate operations wherever pos- 
sible to meet competition. The Flor- 
ence plant’s 170 employees are beirg 
offered jobs at Factory A. Both 
plants produce stainless steel cutlery. 
» I. Albert’s Sons, Inc., distributor of 
housewares and electric housewares, 
giftwares and jewelry, has moved 
from Boston to 27 Needham St., New- 
ton Highlands, Mass. The move gives 
the firm a one-floor operation and 
parking space. 

e Marv Mayo has taken a position 
with M .E. Lockwood, jewelers in 
Great Barrington, Mass. 

» Harry Kaplan of Lenox Jewelers in 
Bridgeport, Conn., supplied Bulova 
timing watches for official use in 
speed competition at an air show at 


ENGLAND 


the Bridgeport airport in July. 

a Donald A. Fitzgerald has _ been 
named technical representative in New 
England for Alpha Metals, Inc., Jer- 
sey City, N. J. Fitzgerald’s head- 
quarters are at 12 Greenfield La., 
Scituate, Mass. 

» Ground was broken in late June for 
the new Five City Plaza, a shopping 
“narkade” at Corbin’s Corner in West 
Hartford, Conn. Tenants will include 
Sebastian Jewelers. 

» Michael Capace, who has operated 
the watch repair department at David 
Harley Co., Pawtucket, R. I., for the 
past 10 years, has opened a retail 
jewelry store at 290 Main St. in Paw- 
tucket. 

» R. W. Lantz, Keene, N. H., jeweler, 
has moved from 9 Roxbury St. to 
larger quarters at 8 Main St. New 
additions to the store inclide a dia- 
mond room and giftware department. 
a Robert Kravetz, a watchmaker for 
20 years, has opened a retat! jewelry 
store under the name of Robert's 
Jewelry at 328 N. Main St., Randolph, 
Mass. 

» Cartier, Inc., jewelers at 805 Pur- 
chase St., New Bedford, Mass., owned 
by Louis Cartier Roy, will observe 
the 50th anniversary of the firm in 
October. Celebration plans call for 
gifts to customers and a bonus for 
employees with more than 20 years 
service. 

s Robert W. Swift, Jr., president of 
Swift Instruments, Inc., of Boston, 
importers of binoculars, field glasses 
and other optical instruments, visited 
Japan in August to confer with the 
firm’s managing director in Japan and 
its chief suppliers. Swift was accom- 
panied by Clifford P. O’Brien, vice 
president in charge of the company’s 
West Coast operation . 
e Winfred Clark, weaving and jewelry 
instructor at the University of New 
Hampshire, exhibited her jewelry 
and spoke at the Craftsman’s Fair of 
the League of New Hampshire Arts 
and Crafts in Hanover, N. H., in 
August. 

=» To attain success, one mst believe 
in, practice and live what he does, 
Bill Savitt, Hartford, Conn., jeweler, 
told the Hartford Rotary Club at a 
meeting in July. Many businessmen 
fail, Savitt said, because they don’t 
fully believe in the worth of the prod- 
uct they sell or the service they offer. 
=» Benjamin D. Cooper, president of 
Cooper Jewelry Co., has been elected 
a vice-chairman of the retail trade 
bureau of the Greater Hartford Cham- 
ber of Commerce. 

» Charles H. Swift, Gloucester, 
Mass., jeweler for 40 years, has 
moved his store to 135 Main St. 
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» Patterson Jewelry in Garden City, 
Kans., held a formal opening of their 
remodeled building at 318 N. Main 
St. Aug. 18-19. 

e Garrott Jewelry Co., Ine, 333 
Fulton St., Peoria, Ill., displayed the 
3.27 carat diamond found recently by 
a nine-year-old girl at the Murfrees- 
boro, Ark., diamond mine. 

=» Salesmen and executives of Stein 
& Ellbogen Co., Chicago, met for a 
sales meeting July 11 at the Jewelers 
Club in Chicago. 

» The Illinois Retail Jewelers Asso- 
ciation has queried members to deter- 
mine how many would be interested in 
attending a one-week course next 
spring on diamond grading and evalu- 
ation. The Gemological Institute of 
America will conduct the course if a 
class of at least 15 can be arranged. 
e Syracuse Ornamental Co. has ac- 
quired an additional 1000 square feet 
of space to enlarge its showroom in 
the Merchandise Mart, Chicago. 

» Mansfield Industries, Inc., Chicago, 
manufacturer of photographic equip- 
ment, have acquired Fairbanks Ward 
Industries, Ine., Chicago, national 
distributors of housewares and other 
consumer products. 

e William D. Kuenkel and his wife 
have moved their jewelry store in 
Ottumwa, lowa, from 517 Church St. 
to 109 S. Market St. 

x Joe Optican Jewelry Co. in St. 
Joseph, Mo., is scheduled to move in 
early fall from Eighth and Felix Sts. 
to larger quarters in an extensively 
remodeled building at Seventh and 
Felix Sts. 

» Allensworth’s Jewelers, 653 Wheel- 
ing Ave., Cambridge, Ohio, have gone 
out of business. 

» Fox’s Jewelry, founded in Grand 
Rapids, Mich., in 1917, opened its first 
shopping center store in August in 
Rogers Plaza, Grand Rapids. It is the 
firm’s second store in that area and its 
11th in Michigan. Fox’s first store in 
Indiana was also opened last month 
in Mishawaka. 

» Donald Pick, jeweler in the Denver 
Hilton Hotel, spent $15,000 to move 
his shop from the west end of the 
hotel to a location near the main 
entrance. Toughest feat was moving 
a 4000-pound, four-and-a-half foot 
high fountain made of precious stones 
and semi-precious minerals. 

es As part of its centennial year 
celebration Wright Kay and Co., 
Detroit jewelry firm, has opened a 
store at Grosse Pointe, the third store 
in the Detroit area. 

es Frank Czajkowski has been elected 
a vice-president of Eastberg & Sons, 
103-year-old jewelry and gift firm in 
Waukesha, Wis. 

» Frank Walt, one-time assistant 
controller at Meyer Jewelery Co. in 
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Detroit, has left the post of controller 
at Rose Jewelry Co., Detroit, to re- 
join Meyer’s as controller. Walt suc- 
ceeds Melvin Sobie. 

» Albert Fischel has moved Fischel’s 
Jewelers from New Castle, Ind., to 
7 E. Ohio St., Indianapolis, Ind. 

»s E. Braude & Sons, wholesale 
jewelers in Chicago since 1914, moved 
Aug. 22 to 10 S. Wabash Ave., the 
Silversmith Bldg., Chicago, where 
they occupy two-thirds of the third 
floor. 

» The following nominating com- 
mittee has been picked to select new 
officers of The Golden Roosters of 
Chicago for 1962: Sid Geller, chair- 
man, George Mason and Sam Gold- 
stein. 

» George Engelhard, who for many 
years was publisher of Nv~tional 
Jeweler magazine, visited Chicago 
from California the last week in July. 
He visited the Chicago Jewelers’ 
Club and also a few friends in the 
trade in downtown Chicago. 

» One of the highlights of the recent 
Chicago Jewelers Association Golf 
Outing at Elmhurst Country Club, 
Elmhurst, Ill., was Sid Geller’s hole 
in one on the ninth. Geller of Lasko 
Strap Co. was so surprised himself he 
immediately quit the game for the 
day. 

s John Tagliaferro who. for 25 years 
was buyer for Spiegel’s, large Chicago 
catalogue house, joined Fred Seltzer 
Corp. as director in July. 

» H. FE. York and his wife will open 
a retail jewelry store at 607 S. Green 
St., Champaign, Ill., this month. They 
will use the trade name of Illini 
Jewelry, Inc. 

s George Manali, doing business as 
Tillman Jewelers, Inc., will open in 
September in the location occupied 
formerly by Stanley Mayer at 4052 
Milwaukee Ave., Chicago. 

a Jerry Jewelers, Inc., 1949 W. Chi- 
cago Ave., Chicago, has changed its 
corporate name to Harris Camera Co., 
Inc., and will stock cameras, as well 
as jewelry. Stanton Harris is presi- 
dent of the firm. 

=» Margaret Miller, owner of M. R. 
Miller Jewelers, in the Chicago & 
Northwestern Railroad Station in 
Chicago, has transferred the store to 
her daughter, Eleanor M. Duncombe. 
This business was founded in 1918. 

» Glenn N. Weeks, operator of a re- 
tail jewelry store at Carroll, Ia., since 
1919, has sold out to William L. 
Hammer and Raymond Merseman. 

se D. J. B. Prins, vice-president of 
the Chicago Jewelers Association, has 
called a fall meeting of the social 
relations committee, to pick a souvenir 
for the annual banquet on Jan. 6, 
1962, at the Conrad Hilton Hotel, 
Chicago. 
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=» Fink’s Jewelers, Inc., Virginia re- 
tail chain, opened its eighth store July 
27 at the new Crossroads Mall in 
Roanoke. Garnett E. Wood is man- 
ager of the store, which features an 
expanded giftware department. 

» Elgin National Watch Co. an- 
nounced last month it is opening new 
executive offices at 2000 K St., N.W., 
Washington, in an effort to increase 
its electronic, missile and space busi- 
ness. 

2» David D. Delauder, manager of the 
S. N. Katz Jewelry store in Bruns- 
wick, Md., has been appointed court 
crier, law librarian and bailiff at the 
Circuit Court. 

» Bill Davidson has been named man- 
ager of the W. H. Leonard and Sons 
jewelry store on First St. in Kannap- 
olis, N. C., succeeding Charles Wine- 
coff, who was transferred to the Salis- 
bury, N. C., store. 

=» Vincent and George Black, operators 
of a jewelry store in Lawrenceville, 
Ill., for many years, have purchased 
Garnett’s Jewelry on E. Ninth St. in 
Hopkinsville, Ky. The store has been 
renamed Black’s Jewelry. 

» Fishel and Dowdy Jewelers in Fort 
Myers, Fla., owned by Harry L. Fishel 
and Harold P. Dowdy, have increased 
their floor space from 1500 to 3000- 
square feet in a move from Main and 
Broadway Sts. to 1527 Hendry St. 

» Don Krupin has been appointed 
manager of Rudolph’s Jewelry on 
Main St. in Leesburg, Fla. 

» Jones & Frasier Co., Durham, N. C., 
retail jewelers, has been incorporated 
with William G. Frasier as president 
and executive manager. 

=» Hoover Hillard has joined the staff 
of Shepherd’s Jewelry Co., Belmont, 
N. C., as watchmaker. 

» Diamond Jewelry Co. in Decatur, 
Ala., has moved across the street 
from 207 to 206 Johnston St., S.E., to 
a location with five times as much dis- 
play space. Owner Ralph Weinman 
is a vice-president of the Alabama 
Retail Jewelers Association. 

=» Tyrrell Jewelers has opened a store 
in the Avelez Hotel on Howard Ave. 
in Biloxi, Miss., under management 
of A. C. Wheaton. 

=» Eugene C. Boley, former manager 
of the men’s jewelry and watch de- 
partments of Bromberg & Co.’s Birm- 
ingham store, has been made general 
manager of the firm’s recently ac- 
quired Montgomery affiliate, Ruth & 
Sons Jewelers. 

= Perkinson’s Jewelry Co. in High 
Point, N. C., has moved next door 
from 110 to 112 N. Main St., a larger 
location. 

=» With 350 watches as their goal, the 
Jewelers Association of Baltimore will 
conduct their Operation Angel cam- 
paign this year from Sept. 18 to Oct. 


14. Last year 245 watches were col- 
lected, reconditioned, banded and 
boxed and then presented to needy 
children at Christmas. David R. 
Lakein is chairman of the Operation 
Angel committee, composed of Rolf 
Krug and Leon Levi. 

=» Reliable Stores Corp., operator of 
38 retail jewelry stores and 31 furni- 
ture stores, will enter the discount 
field with departments in a chain of 
discount department stores. The first 
such venture will be a furniture de- 
partment in a discount store being 
constructed in Baltimore. 

» Albert S. Smyth Co., Inc., whole- 
sale jewelers in Baltimore, have moved 
to 317 N. Howard St. 

=» Davids Credit Jewelers opened 
their seventh Maryland store July 12 
at the new Perry Hall shopping 
center, Belair and Joppa Roads, Balti- 
more. 

» An increase in business of as much 
as 20 per cent over 1960 in lamps, 
silver, glassware, china, decorative 
wall plaques and gifts was reported 
at the New Orleans gift and jewelry 
show July 23-26. 

» Barnes Custom Jewelry Shop open- 
ed in Cumberland, Md., July 19 at 7 
N. Liberty St., specializing in diamond 
work and jewelry manufacturing. 

»s Edwards & LeBron, 91-year-old 
Chattanooga, Tenn., jewelry firm, 
went out of business in July. 

» Rogers Jewelers in Brunswick, Ga., 
have occupied new stere space recent- 
ly completed at 1610 Newcastle St. 

a W. T. MacCary has been elected a 
vice-president of Claude S. Bennett, 
Inc., Atlanta jewelry firm. He is in 
charge of the firm’s accounting, credit 
and personnel departments. 

» Charles E. Roberts, manager of 
Friendly Jewelers in Marietta, Ga., 
has purchased the store, located on 
North Park Square, and changed its 
name to Fortune Jewelers. 

e Pat Terrell, co-sponsored by 
Anthony’s Jewelers, Nashville, and 
the Tennessee Horological Society, 
won the Miss Southern Jewelry 
Queen title at the Southern Jewelry 
Show in Atlanta in July. 

» Best Products, Richmond, Va., 
wholesalers of jewelry and giftware, 
have opened a showroom and ware- 
house in Lynchburg, Va., at 3020-22 
Memorial Ave. Richard Llewelyn is 
the manager of this new branch 
operation. 

=» Friedman’s Jewelers opened the 
70th store in its credit jewelry chain 
Aug. 10 at North Augusta Plaza in 
Augusta, Ga. 

a Melvin Jacobs of Plaza Jewelers 
in Ft. Lauderdale, Fla., has been 
named to the executive committee of 
the retail merchants division of the 
Chamber of Commerce. 
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=» Sheffield Watch Co. has opened a 
new showroom in Dallas at the Mer- 
chandise Mart, Room 147. Adam Sul- 
kowicz is district manager for the 
area. The showroom is the fourth 
outside the firm’s home office in New 
York. 

» Jerome Michaelson, owner of Mi- 
chaelson’s Jewelers, 23 N. Robinson 
St. in Oklahoma City, was among 
seven new directors of the Downtown 
Sertoma Club inducted Aug. 1. 

a At its recent convention in Edin- 
burg, the Texas Watchmakers’ Asso- 
ciation amended its constitution to re- 
strict offices in the association to ac- 
tive watchmakers, who are “actually 
doing watch repairing at least one- 
half of each month,” or who have at 
least five years experience in watch 
repairing. 

e Joe Bettencourt, manufacturing 
jeweler in San Antonio, Tex., was one 
of a group of San Antonio business- 
men selected to view certain opera- 
tions of the nation’s defense system. 
Bettencourt was named a “24-hour 
Oozlefinchlet’”—a select group of mis- 
sile defense workers. 

e Several Oklahoma jewelers have 
banded together for joint advertising 
under the name, United Independent 
Jewelers of Oklahoma. The group in- 
cludes the following in the Oklahoma 
City area: Beck Jewelry, Airline cen- 
ter, Oklahoma City; Gose Jewelry, 
Northwest shopping district; Frazier 
Jewelry, Lakeside shopping district; 
Lee’s Jewelry, Lockheed shopping cen- 
ter in Midwest City; Joiner’s Jewelry, 
Del City; Goodno’s Jewelry, Norman; 
Henson Jewelry, Yukon; and Frank 
J. Herr Jewelry, Ardmore. 

» The annual Dallas Watchmakers & 
Jewelers Guild picnic was held June 
30 at the home of Ernest and Fay 
Seitzer in Oak Cliff. Twenty-three 
members and their families attended. 
» Myron N. Koven has purchased 
Larson Jewelry, 17 E. Main St. in 
Scottsdale, Ariz. Koven is the son of 
Albert Koven, operator of a Mesa, 
Ariz., jewelry store. 

e Oscar Kline, head of the watch de- 
partment at Daniel’s Jewelry Co., 
Phoenix, for several years, has taken 
over the store of James Anderson at 
205 N. Central Ave., Phoenix. 

es Edward Tannenbaum, formerly lo- 
cated in Ontario, Canada, has opened 
a trade shop in Tucson, Ariz., called 
the Jewel Studio. His twin brother, 
Robert, operates a similar business in 
Phoenix under the name of the Mar- 
Tan Shop. 

=» Members of the Arizona Retail 
Jewelers Association will meet in 
Phoenix Sept. 23-24 for their annual 
convention. 
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» M. G. Martin has been appointed 
manager of the watch and jewelry 
repair department of Rialto Jeweiry 
Co. in Alice, Tex. 

» Feder’s Jewelers will have a $25,- 
000 store in the Bassett shopping cen- 
ter, under construction this summer 
in El Paso, Tex. 

a Fred Cordell has joined the staff of 
Duffendack and Derryberry Jewelry 
in Barlesville, Okla. 

a» L. T. Clark, who has been with the 
Zale Jewelry Co. for eight years, has 
been named manager of Zale’s Denton 
center store in Denton, Tex. Zale’s 
has again made its annual award of 
two $500 scholarships to the college 
of business administration at the Uni- 
versity of Texas. The winning stu- 
dents work part-time for Zale’s dur- 
ing the school year. 

« Zale’s Enid, Okla., store re-opened 
in its old location at 118 N. Inde- 
pendence St. in June. The store was 
completely rebuilt after it was de- 
stroyed by fire in January. The busi- 
ness had been operated in temporary 
quarters at 219 W. Broadway during 
the rebuilding. 

» Owen R. Irby, associated with 
Berk’s Credit Jewelers in El] Dorado, 
Ark., since 1946, has purchased the 
store, changing its name to Irby’s 
Credit Jewelers. 

» Aaron Rose has opened a retail 
jewelry store in Beaumont, Tex., at 
541 Pearl St. Rose was associated 
with the Gem Jewelry Co. for 24 
years. Aaron Rose Jewelers features 
a private diamond room and a bridal 
room. 

«e May Jewelry Co. in Beaumont has 
moved from 332 Pearl St. to 518 Pearl 
St., a location formerly occupied by 
the Cherry Jewelry Co. 

» Joe Blum has opened Blum Jewel- 
ers in Big Spring, Tex., at 221 Main 
St., formerly the site of Lynn’s Jewel- 
ers, in which Blum was a part owner 
between 1953 and 1955. Blum’s wife 
is in charge of the china and silver 
department of the store. 

» Ditmore Jewelers, operated by Rob- 
ert Ditmore, opened in the Coronado 
shopping center in El Paso, Tex., 
June 29. 

» House of Oppenheim, El Paso, Tex., 
jewelers since 1892, have opened in 
their new location at 116 S. Oregon 
St. 

a Sheldon Jewelers in El Paso, Tex., 
conducted a sale in connection with a 
remodeling project in July at their 
store at Mills and Mesa Sts. 

» Irving Rohrlich has been named 
manager of Shaw Jewelry Co.’s store 
at 600 Houston St. in Fort Worth. 
Rohrlich was manager of the Shaw 
store in Houston for nine years. 
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Pre-formed Pull-out 


POMPOM BOWS 


* Ready to Lse 
e With stick-on tabs 


e Color matched to 
Satintone’ Ribbons 


Billowy PomPom Bows of 
lustrous rayon Satintone will 
delight your customers and 
give your store gift packages 
style and beauty. 


fe. 


Chicago Printed String Co. 
World's Largest Supplier of 
Quality Gift Wrappings 
2300 Logan Bivd., Chicago 47, Ill, 


FINE BAVARIAN CHINA 


For folders showing the many 
beautiful patterns available, write to: 


FONDEVILLE ¢ 149 Fifth Ave., N.Y.C. 10 


#! 
SPECTACULAR! 











CASH 


FOR YOUR SURPLUS 
SILVER, DIAMONDS 
and JEWELRY 


We will pay cash for any of your ster- 
ling patterns. We are interested in any 
quantity, large or small—active, inactive, 
obsolete, new or used. 


Send shipment for immediate offer. 
Our check covering payment in full 
mailed same day merchandise is re- 
ceived. Silver will be held intact await- 
ing your acceptance or rejection. 


We are also interested in coop- 
erating with jewelers who receive 
calls for older sterling patterns 
that are no longer available. 

Will also 
quality—as 
jewelry. 


size and 
modern 


buy diamonds—any 
well as antique and 
Reference: Dun and Bradstreet 


The First National Bank of Memohis 


Julius Goodman & Son 


Memphis Jewelers Since 1862 


113 MADISON AYE. ° MEMPHIS, TENN. 











FINE QUALITY 
Tarnishproof Chests, 
Rolls, Bogs, Cases for 
Silverware and Cutlery 


Brochure sent on request 


EUREKA 
Mfg. Co., Inc. 
Taunton, Mass. 

Since 1926 








NEW 525 Piece 
Anniversary Sale Kit 


printed in bright 
fluorescent colors 
© 2-13%2x2112, 3-Dimen- 
sional Easeled Cards 
e 4-1x11 Card Strips 
e 4-1x14 Card Strips 
© 20-34x2'/2 Arrows 
mae 4-41/2x71/2 Easeled Cards 
e 4-7x111'2 Easeled Sales Cards 
© 13-342x4 Self-Standing Cards 
e 8-6x4 Self-Standing Shelfers 


$7 6 90 Plus « 462 Printed Price Tickets 
postage plus Blanks 


Edwin Freed . 


= 150 West 46th St., N.Y. + Ci 5-3232 a 








EMERALDS 


Loose or mounted. Memo selections to rated 
Write 


1. WIDLSS & SONS MAdison 6-147) 
220 W. Sth Street, Los Angeles 13, Calif. 
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WEST COAST 


a Members of the Jewelers 24-Karat 
Club of Southern California, at a 
recent meeting, heard a report of a 
visit to Cuba and an interview with 
Fidel Castro by John Morley, news 
correspondent, who was _ featured 
speaker. 

» No meetings of the Northern Cali- 
fornia Guild, American Gem Society, 
were scheduled for the summer 
months, due to vacations. Meetings 
will be resumed in the fall. 

» Paul Branyen, formerly’ with 
Granat Brothers, is now assoc‘ated 
with Van Craeynest & Linzer, repre- 
senting that firm in Southern Cali- 
fornia and Arizona. 

a William Op Dyke, manager of the 
research department, Los Angeles 
Chamber of Commerce, told members 
of the Southern California Guild, 
American Gem Society, at a recent 
meeting of a growing lack of sales- 
manship, describing its effect on 
jewelry merchandising. 

» The American Gem Society reports 
that William Byrd, R. J., has taken 
over the ownership of the W. R. 
surke Co., Berkeley, Cal., following 
retirement of W. R. Burke. 

» A $95,000 arcade is under con- 
struction on Main Street, Salinas, 
Cal., scheduled for completion about 
Oct. 1. Tenants will include Carlyle’s 
Jewelers. 

= Mark A. LePera, associated for 25 
years with the Cordova Leather Co., 
has opened his own busiress in Room 
904-A Metropolitan Bldg., 315 W. 
Fifth St., Los Angeles. He will 
specialize in jewelers’ findings and 
gold stamping. 

»s Kay Jewelers have announced 
several promotions in their California 
stores. Marvin Trattner, former man- 
ager of the San Francisco store, has 
been made merchandise manager of 
all 19 California stores. Rene Manzini, 
manager of ‘the San Jose store, is 
now manager in San Francisco. Alan 
Dreher, of the Hillsdale-San Mateo 
store, succeeded Manzini and Tom 
McCabe, formerly in Oakland, as- 
sumed Dreher’s post in Hillsdale. 
Seymour Handelman, formerly in 
Hillsdale-San Mateo, was promoted to 
manager of the Oakland store. 

» Vasili Zvansov, doing business as 
Swan’s Jewelry, 2002 Mission St., San 
Francisco, has moved the firm to 548 
Clement St., and changed its name to 
Reliable Watch Repair Shop. 

»s Hendrix Jewelers, Chowchilla, Cal., 
has been purchased from Joseph 
Hendrix by James Acree, who has 
changed the store name to Acree 
Jewelers. 

e QO. L. Walker, formerly located in 
Chicago, and onetime official watch in- 
spector for the Milwaukee Railroad, 


has opened his own store, Walker's 
Jewelry, at 5304 Long Beach Blvd., 
Long Beach, Cal. 

a Jack Otchis, formerly manager of 
Simon-Green Co., Los Angeles, is now 
associated with M. S. Sater Co., 445 
S. Hill St., Los Angeles, importers of 
precious stones. 

» Albany Jewelers, operated by the 
Call Brothers, and for several years 
located at 850 San Pablo Ave., Al- 
bany, Cal., is now located in a new 
and larger location at 823 San Pablo 
Avenue. 

e Jack Bell, of Tyrell Jewelers, 427- 
13th St., Oakland, Cal., has _ been 
elected president of the Oakland-East 
Bay Sales Executives Club. 

a Robert B. Jacobs of Los Angeles 
has opened Bob Jacobs Camera, Jewel- 
ry & Luggage Co. in Bert’s Music 
Center, 8429 S. Vermont Ave., 
Angeies. 

e Victor H. Graber of Crescent Jewel- 
ers, Oakland, Cal., recently led the 
firm’s polo team to victory in Inter- 
national Games agairst a Mexican 
team. Graber and teammates will 
represent the United States against 
a Chilean polo team this month. 

» Lane’s Jewelers, formerly at 1015 
Main St., Delano, Cal., have moved 
to 1031 Main St. 

» Philip Perlmutter, owner of the 
Swiss American Time Shop, 1219-A 
State St., Santa Barbara, Cal., sold 
the store recently to his Abe 
Perlmutter, and George Garcia. 

» Members of the Santa Barbara 
Watchmakers and Jewelers Guild 
meeting recently at El Cielito, made 
plans for their annual Bar-B-Q. 

» Wayne Dawson has moved Dawson’s 
Jewelers in McFarland, Cal., to new 
and larger quarters on Kern Ave. 

a Brown’s Jewelers have moved from 
126% Georgia St., Vallejo, Cal., to 
904 Marin St. 

s Bruck Oberlin, owner of Oberlin- 
Westfield Jewelers, 1139 Fulton St., 
Fresno, Cal., has appointed John R. 
Lanotte store manager, succeeding 
Arthur Talbert, who recently opened 
a store in Reseda, Cal. 

=» Sid Leavitt, formerly with 
Bridge, Inc., Seattle, is now 
Friedlander & Sons, Seattle. 

e Henry Friedman, formerly’ with 
Eastern Merchandise Co., is now with 
Alfred Adler Co., Seattle, as partner 
and sales manager. 

» Harry Breall, owner of Miller & 
Breall, Portland, Ore., retired on Aug. 
31, and the firm, whose lease expired 
at the same time, has been liquidated. 
a Mack’s Credit Jewelers, operated by 
F. S. Mack and William M. Keating, 
have opened in a newly remodeled 
store at 241 S. Main St., Pendleton, 
Ore. 
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Executive Appointments 





Edmund C. Mayo, Jr., was elected 
a director of the Gorham Co., sub- 
sidiary of Gorham Corp., July 28. 
Mayo joined the sales department 
of the Alvin Corp., another Gor- 
1am subsidiary, in 1949. He is now 
sales vice-president, general man- 
ager and a director of Alvin, as 
well as vice-president of sales of 
the Gorham Co. 


Spaulding has _ been 
named vice-president in charge 
of product planning for Golden 
Shield Corp. of Great Neck, N. Y. 
Spaulding wil! direct planning for 
all product lines handled by the 
firm. Since joining Golden Shield 
in 1960, he has been product man- 
ager in charge of Golden Shield 
by Hamilton Beach. Prior to that 
Spaulding was affiliated with the 
Bulova Watch Co. for nine years. 


Horace M. 


Walter A. Sheaffer, II, president 
of W. A. Sheaffer Pen Co., has 
been elevated to chief executive 
officer, succeeding Craig R. Sheaf- 
fer, board chairman, who died 
July 9. The office of chairman will 
not be filled, the firm’s directors 
said. The new chief executive of- 
ficer is a grandson of the founder 
of the company. He has been pres- 
ident since 1953. Sheaffer is a di- 
rector of the U. S. Chamber of 
Commerce, representing Iowa, IIli- 
nois and Wisconsin. 


E. G. Coskery, vice-president and 
western regional sales manager of 
Rust Craft Publishers, Dedham, 
Mass., has been appointed national 
director, department store 
and independents division. Coskery 
joined the Rust Craft sales force 
in 1933 and is a member of the 
firm’s $3 Million Sales Club. In 
his new position he will work out 
of Rust Craft’s New York 
office. 


sales 


sales 


Donald P. Caverly and George W. 
Fraker have been elected vice- 
presidents of General Time Corp. 
Caverly, director of engineering, 
will continue in charge of engi- 
neering and research activities for 
the firm. He is a director and for- 
mer president of Barth Engineer- 
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ing and Manufacturing Co., Meri- 
den, Conn. Fraker will be in 
charge of ordnance for General 
Time in Thomaston, Conn. He was 
formerly general manager of the 
micronics division of Elgin Na- 
tional Watch Co. 


Bret C. Neece has been elected 
president of the Ingraham Co., 
Bristo!, Conn., succeeding Robert 
E. Cooper, Jr., who resigned after 
five years in the position. Neece 
was formerly chairman of Lan- 
ders, Frary & Clark. 


Gruen Watch Co. of Canada, Ltd., 
has announced the following exec- 
utive appointments: Herbert G. 
Mortimer to director, vice-presi- 
dent and general manager, with 
direct authority over the com- 
pany’s operations; Hamilton Stu- 
art to vice-president and director; 
and Arthur R. Cousins, secretary, 
to the additional position of con- 
troller. C. S. Ballard has resigned 


as vice-president, director and 
general manager, but will 
tinue his association with the com- 
pany as a consultant. 


con- 


MJ&SA annual meeting 
scheduled Oct. 19 


Dr. Murray Banks, author and 
lecturer, will be guest speaker at 
the annual meeting of the stock- 
holders of the Manufacturing 
Jewelers and Silversmiths of 
America Ince. 

The meeting will be held Oct. 19 
at the Sheraton-Biltmore Hotel in 
Providence. Reports of the past 
year’s work will be submitted. Offi- 
cers and directors will be elected. 

G. Richard Frankovich, execu- 
tive secretary of the MJ&SA, will 
conduct a discussion of “The New 
Minimum Wage Law and Its Im- 
pact on the Jewelry Industry,” Oct. 
24 in the Garden Room of the Sher- 
aton-Biltmore. He will be assisted 
by association counsel, who will 
cover the legal aspects of the sub- 
ject. 
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CHOOSE THE NEW SIGNET GROUP FOR CLASSIC GOOD TASTE... 
billfold $5.00, cigarette case $3.50, 
Mon-e-fold $2.00, pocket secretary 
$5.95. All prices are suggested retail. 


distinctively embossed with masculine 
Signet motif in dark olive, brown or 
black Mello-touch cowhide. Key case 
$2.50, Classic or Vu-All pass case 


Fine leather goods since 1904 
THE SPRINGFIELD LEATHER PRODUCTS CO., SPRINGFIELD, OHIO 


Write for new catalog today. 
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Obituaries 











Orville E. Cumings, 70, retired di- 
rector of Oneida Silversmiths, 
died July 16. Cumings joined 
Oneida in 1908 as a salesman, was 
elected a director in 1924 with the 
title of director of premium 
sales, a position he held until his 
retirement in 1955. 

Theodore Gorenflo, Jr., president 
of the Gorenfio Co., Detroit, died 
July 22. President of the National 
Wholesale Jewelers’ Association 
from 1956 to 1958, Gorenflio later 
served as chairman of NWJA’s re- 
lations committee. 

Monroe David Fried, representa- 
tive of the Schwartz Jewelry Co., 
Inc., Buffalo, N. Y., died July 18 in 
New Iberia, La. 

Edyth Morris, 54, secretary and 
treasurer of P & M Sales Co., 
wholesale jewelers in Reading, 
Pa., owned by her husband, John, 
died Aug. 15. 

John T. “Jack” Purdy, 86, founder 
of Purdy’s Jewelers in Lyons, 
Kans., in 1895, died June 8. 
Karl H. Hatch, 86, associated with 
Oneida Silversmiths until his re- 


tirement about 10 years ago, died 
July 23. Hatch had represented 
the Community Plate division in 
Philadelphia and much of the 
South. 

Einar Bagge, 89, with the Wal- 
tham Watch Co. until his retire- 
ment in 1946, died July 28. He was 
an honorary member of the 
Golden Roosters of Chicago and 
the Jewelers’ Club. 

Hjalmer Peterson, 60, a Duluth, 
Minn., jeweler since 1929, died in 
July. 

Gerald Riskin, 26, associated with 
his father, Myron, in operation of 
a jewelry store in Oakland, Cal., 
died July 10. 

Earle M. Aieglitz, Sr., 71, pioneer 
jeweler in Calexico, Cal., died re- 
cently. 

Otto Adler, owner of Otto’s 
Watchmaker-Jeweler Shop in 
South Pasadena, Cal., died re- 
cently. 

Alfred H. Thistlewaite, 78, co- 
owner of Thistlewaite & Shields 
Jewel Box in Fresno, Cal., died 
June 20. 

Ray Morgan Adams, 74, Hanford, 
Cal., jeweler, died recently. 
Arnold C. Hendrix, 61, jeweler of 
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Seattle, Wash., died July 3. 
Norton Schwartz, 32, a salesman 
for Gordon Jewelry Co.’s_ Lake 
Charles, La., store, died June 16. 
Nathan W. Keith, 70, Newton, 
Iowa, jeweler, died recently. 
Haskell Frank, 42, president of 
Top Fashion Jewelry Manufactur- 
ing Co., Providence, died July 20. 
Charles Adams, a jeweler in Alli- 
ance, Neb., for more than 40 
years, died June 27. 

Sol Levit, 83, a Shenandoah, Pa., 
jeweler for 57 years, died July 6. 
He was active in his business un- 
til his death. 

Jay J. Kelsey, 54, president of 
Jay Jewelers, Inc., Easton, Pa., 
jewelry store, died July 10. 

Carl F. Bay, 74, owner of Bay’s 
Arcade Jewelry Shop in Ann Ar- 
bor, Mich., from 1916 until his re- 
tirement a year and a half ago, 
died June 3. 

Scott E. Thompson, 78, operator 
of a jewelry store in Granite City, 
Ill., since 1912, died July 7. 
Sidney M. Levy, 57, owner and op- 
erator of Steven Credit Jewelers 
in Lincoln, Neb., died June 9. 
Don A. Wheeler, 44, manager of 
the jewelry department of Sears, 
Roebuck & Co. in Wichita, Kans., 
died July 28. 

Nathan Sharfman, 73, founder of 
Sharfman’s Jewelers in Worces- 
ter, Mass., died July 1. 

William S. Warwick, 69, a jeweler 
in Chester, Pa., for 36 years, died 
June 23. 

James Pinkney Stafford, 71, opera- 
tor of Stafford’s Jewelers in Mar- 
tinsville, Va., died June 9. 

Alice N. Siegel, 54, vice-president 
of Hamilton Jewelry in Trenton, 
N. J., died July 24. Her husband, 
Irving, heads the firm. 

E. Clarence Erickson, 64, presi- 
dent of Queen Cutlery Works in 
Titusville, Pa., died in July. 
Andrew J. Ryan, 55, manager of 
the jewelry manufacturing de- 
partment of Woods Jewelry, Inc., 
of Wichita, Kans., died July 17. 
Sslomon M. Sinkler, 74, a whole- 
sale jeweler in Chicago, died 
July 28. 

Robert Hodgson Drake, 45, former 
operator of a jewelry shop in 
Charles Town, W. Va., died 
July 13. 

Viola Olsen Cooley, 65, owner of 
Olsen and Co., a Chicago jewelry 








J. BIELER PROMOTIONS 


29 E. Madison St. (Heyworth Bldg.) Chicago 2, Ill. 


store, died July 11. 
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COMING EVENTS 


SEPTEMBER 
3-5—Ohio and West Virginia Retail 
Jewelers Association annual conven- 
tions, Netherland Hilton Hotel, Cin- 
cinnati. 

3-5—Omaha Midwest Gift Show, 
Paxton Hotel, Omaha. 

3-6—Miami Jewelry & Gift Show, 
Biscayne Terrace Hotel, Miami. 

3-6—Florida Retail Jewelers Asso- 
ciation annual convention, Deauville 
Hotel, Miami Beach. 

3-6—Miami, China, Glass, Gift, 
Jewelry, Stationery and Housewares 
Show, Miami Bayfront Auditorium. 

3-7—Detroit Gift Show, Hotels 
Statler Hilton and Sheraton Cadillac, 
Detroit. 

3-7—Fall Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Tex. 

3-7—Dallas Gift Show, Baker Ho- 
tel, Dallas, Tex. 

3-7—Boston Gift Show, Hotel Stat- 
ler & First Corp Cadet Armory, Bos- 
ton. 

3-7—Parker House Fall Gift Show, 
Parker House, Boston. 

3-8—Fall Gift and Jewelry Show, 
Dallas Market Center, Dallas, Tex. 

9-11—North Dakota Jewelers and 
Watchmakers Association annual con- 
vention, Bismarck. 

15-22—National 
Week. 

16-17—New York State Watchmak- 
ers Association annual convention, 
Statler Hilton Hotel, Buffalo. 

17—Minnesota Watchmakers Work- 
shop, Pick-Nicollet Hotel, Minneapo- 
lis, 9 a.m. 

17-19—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis. 

23-24—Retail Jewelers Association 
of Missouri annual convention, Gov- 
ernor Hotel, Jefferson City. 

24-26—Detroit Jewelry Show, Stat- 
ler Hilton Hotel, Detroit. 

24-26—7th Phoenix Gift & Jewelry 
Show, Hotel Westward Ho, Phoenix, 
Ariz. 

24-27—F lorida Gift, Jewelry, Hand- 
bag & Novelty Show, Miami Beach 
Auditorium, Miami Beach. 

24-27—Philadelphia Gift Show, Ho- 
tel Benjamin Franklin, Philadelphia. 

25-28—New York Premium Show, 
New York Coliseum. 

25-29—Seventh International 
Watch & Jewelry Trade Fair, Earls 
Court, London, England. 

30-Oct. 1—Iowa Retail Jewelers As- 
sociation annual convention, Savory 
Hotel, Des Moines. 

30-Oct. 1—Michigan Jewelers Asso- 
ciation annual convention, Jack Tar 
Hotel, Lansing. 


Jewelry Fashion 


OCTOBE R 


7-8—Florida State Watchmakers 
Association annual convention, Hills- 
borough Hotel, Tampa. 

18-20—Packaging Institute, Inc., 
23rd annual forum, Biltmore Hotel, 
New York. 

19—Mfg. Jewelers & Silversmiths 
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of America, Inc., annual meeting, 
Sheraton-Biltmore Hotel, Providence. 

23-27—American Society for Met- 
als, Detroit Metal Show, Cobo Hall, 
Detroit. 

26-Nov. 1—New York Costume 
Jewelry Show, Governor Clinton Ho- 
tel, New York. 

27-Nov. 3—United Jewelry Show, 
peor Hotel, Providence, 


Tax Committee elects 


Goldberg new chairman 


H. A. Goldberg of Cooper’s, Inc 
Portsmouth, Va., was elected chair- 
man of the Jewelry Industry Tax 
Committee, which met during the 
Retail Jewelers of America Con- 
vention in New York last month. 

Goldberg succeeds William M. 
Wright of Wright’s Jewelry, Silver 
Springs, Md. 


Other officers of the JITC are: 





Gustav H. Niemeyer of Handy and 
Harman, vice-chairman; Elsworth 
Hyde, Tiffany & Co., treasurer; 
and James C. Lucas, executive vice- 
president of RJA, secretary. 

Named to a planning and pro- 
gram committee for JITC were: 
Victor Paul, Wiss Sons, Ince.; 
Hyde; Robert Krementz, Krementz 
& Co., Inc.; and Robert Packer, 
Dieges & Clust, Ine. 


Rogers & Co. president 


honored in Antwerp 


Edwin K. Levi, president of Rog- 
ers & Co., of Dayton, Ohio, was 
honored recently by the people of 
Antwerp, Belgium. 

L. Craeybackx, burgomaster of 
the city, presented an award “in 
recognition of their {Rogers & Co. | 
contribution to the development of 
the diamond industry of Antwerp 
since World War II.” 

The award is presented annually 
to representatives of firms contrib- 
uting to Antwerp’s diamond indus- 
try. Levi has been associated with 
Rogers & Co. for 30 years. 





Giily J 
TIME AFTER TIME, PROVEN QUALITY IN A POPULAR-PRICED WATCH. 


The ORIS watch is recognized by jewelers the world over as the best time- 
piece in its class. The Official Swiss Testing Bureaus have awarded ORIS 
2208 certificates for accuracy. Every ORIS watch has 7 jewels and is shock- 
resistant. Beautifully styled models for men and ladies priced to retail profit- 


ably from $10.95 to $24.95. 


retail prices slightly higher in the west’ 


ORIS WATCH AGENCY, 15 WEST 37th STREET, NEW YORK 18, N. Y. 
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News of Personnel 








Traub Manufacturing Co. has an- 
nounced three personnel appoint- 
ments: 

Clyde C. Johnstone, Jr., formerly 
with Seaborn Cultured Pearls, Inc., 
will take over a newly-established 
territory which includes Texas, Okla- 
homa, Arkansas and Louisiana. 

Lloyd Mishler, formerly with the 
Granat Co., will cover Pennsylvania, 
Ohio and West Virginia; also a new 
territory. 

Harry A. Wiley, formerly of J. Mil- 
hening & Co., will take over the 
southeast area, which includes 
Georgia, Florida, Alabama, Missis- 
sippi and parts of Tennessee. 


e . 
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Lloyd Mishler 


Clyde C. Johnstone, Jr. 


Harry A. Wiley Phillip J. Appleby 


Hamilton Watch Co. has announced 
two additions to its staff of sales rep- 
resentatives: 

Phillip J. Appleby has taken over a 
territory in the firm’s western dis- 
trict; including Colorado, New Mex- 
ico, Arizona and parts of Utah. 

William C. Ketner will service ac- 
counts in Louisiana, Mississippi, Ar- 
kansas and southwest Tennessee. 


Leonore Doskow, Inc., has _  an- 
nounced the addition of three sales 
representatives: 

N. R. Hotchkiss, New England 
states; W. J. McKenzie, Ohio, Michi- 
gan and Indiana; Helen and George 





crysta! trimmed with Sterling. 
Also available in Gold Band. 


the winning combination for you! 


Dorothy Thorpe Silver Band 
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Distinctive, exquisite—a byword for unique design 
executed with excellence... the ultimate in beautiful crystal 
dining accessories— service pieces—giftwares-—imports. 


High customer acceptance and ‘appeal mean repeat sales, 
fast inventory turnover. Generous markup spells high 


profit opportunity for jewelers. 


Send for new full color catalog and price 
‘sheets today—stock the exquisite line 


that sells itself! 


DOROTHY C. THORPE, INC. 


902 Thompson Avenue, Giendale 1, Calif. 


225 Fifth Ave., Suite 1239, N.Y. 10, N.Y. 
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Pezdirtz, six southwestern states. 


Rudy Hasak has been appointed as- 
sistant national sales manager of 
Waterman-Bic Pen Corp. He joined 
the firm in 1954 as sales relations 
manager and special accounts man- 
ager, and served as western division- 
al manager before his new assign- 
ment. 

W. Henry McMaster has _ joined 
Gorham Corp. as assistant treasurer. 
He served a number of years with the 
national accounting firm of Arthur 
Young & Co. as a senior accvuntant. 


Lenny Treistman has been named 
general sales manager of Opalite, Inc. 
and Bala Industries. He has been in 
the manufacturing jewelry business 
for 25 years. 


Carl Beresford has been appointed 
New itngland sales representative for 
the wholesale division of Wallace 
Silversmiths. His territory includes 
parts of New York state. 


Rudy Hasak 


Lenny Treistman W. Henry McMaster 


Carl Beresford 


Reed & Barton Silversmiths an- 
nounced the retirement of Helen G. 
McCarthy, New York office manager, 
and comptroller William F. C. Maule. 
Both have been with the firm since 
1928. 
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Bentley counter display shows 
new butane lighters and refills 


A red, black and gold colored coun- 
ter display featuring four new wind- 
proof Bentley butane lighters is now 
available. 

The lighters use a “drop-in” refill 
tank and are guaranteed. The display 
is supplied with an order for four 
lighters and refills. 

Contact Bentley Lighter Corp., 15 
West 38th St., New York. 


Westclox advertising campaign 
for new line launched in August 


Westclox has announced participa- 
tion in a fashion promotion—*“prob- 
ably the biggest in the clock and 
watch industry.”” A seven-page, four- 
color advertising section in the Au- 
gust issue of Mademoiselle magazine 
launched the promotion. Cooperating 
with a ready-to-wear house, Westclox 
is featuring a new line of decorator 
wall clocks, alarm models and wrist 
watches. Westclox also introduced its 
“Campus Watch,” which was featured 
on the front cover of Mademoiselle. 


Interstate announces 50-50 
plate glass insurance 


A plate glass insurance plan de- 
signed to save policy-holders half the 
normal premium if no breakage oc- 
curs has been announced by Inter- 
state Fire and Casualty Co. 

Irving L. Jacobs, plate glass under- 
writing specialist at Interstate, ex- 
plained that this “50-50” plan per- 
mits substantial savings to businesses 
for whom plate glass coverage is a 
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sizeable item in the total insurance 
program. 
Information available from 


pendent agents and brokers. 


inde- 


Intensive advertising campaign 
planned for new Drackett polish 


“Twinkle Cream for Silver,” a new 
silver polish by the Drackett Co., will 
be introduced nationally and backed 
by national advertising in October. 
The campaign, said to be the largest 
ever given this type of product, in- 
cludes TV commercials on Perry Ma- 
son, Rawhide and CBS-TV daytime 
shows and full-color ads in American 
Home, Better Homes & Gardens and 
McCall's. 

Packaged in a 4%-ounce jar in a 
silver foil box, this paste is said to 
dissolve tarnish by chemical action 
that requires little rubbing. About 49¢ 
retail. An 8-inch silverplate “Paul 
Revere” bowl] by Oneida valued at $11 
is offered to customers sending in the 
box front and $6 FTI. 

Contact Drackett 
Ohio. 


Co., Cincinnati, 


"Millions of insulating pockets’ 

featured in new Crest tumblers 
is the name of an in- 
sulating principle developed by Crest 
Industries for its line of “Goldenwood 


“Foam Core” 


Insulated Tumblers.’ The tumblers 
are one-piece, seamless construction 
with a core of “millions of tiny in- 
sulating pockets that set up a posi- 
tive barrier between the inside and 
outside walls.” Crest claims heat or 
cold is retained for hours while the 
surface remains at room tempera- 
ture. 

They are available in six pastel 
colors, trimmed in gold color. The 
tumblers hold 12 ounces, are shatter- 
proof and may be washed in automatic 
dishwashers. They are packaged in a 
black and gold colored box. Set of 
four, $4.95 retail; set of six, $6.95. 

Contact Crest Industries, 7027 W. 
Grand Ave., Chicago, Il. 


Kreisler ‘back to Valentino’ 
with ‘Bolero’ series for Fall 


iad 


Kreisler said it has “gone back to 
Valentino” for its latest watchband. 

The “Bolero” look, Kreisler said, 
is designed to “make women want to 
desert last year’s watchband for this 
exciting new fashion,” and to “supply 
jewelers with style ammunition for 
continuous selling.”’ 

“Bolero” is described as a “golden 
sweep with a lacy edge reminiscent of 
a Spanish comb.” It comes in yellow 
or white gold filled with expansion 
center and safety chain. 

The point-of-sale display comes 
with eight mounted bands with four 
additional bands on anodized alumi- 
num frames. 

Contact Kreisler Mfg. Corp., North 
Bergen, N. J. 


R. L. Griffith charm assortments 
show related items in miniature 


A newly designed line of sterling 
silver charms that portray a variety 
of subjects in miniature has been in- 
troduced by R. L. Griffith Co., a divi- 
sion of Irens & Russell. 

The new line is available through 
jewelry wholesalers in nine 24-item 
assortments of related subjects. As- 
sortments are packaged in cases de- 
signed to double as counter or show- 
case displays. Included are _ sports, 
school, birthday, religious, wedding, 
anniversary, mother and grandmother 
subjects, as well as miscellaneous as- 
sortments retailing for $1.50, $2, and 
$2.50 per item. 

Particular attention has been given 
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to detail, the company says, “a sports 
car charm even boasts headlights and 
a steering wheel.” 

Contact R. L. Griffith Co., 14 Third 
St., Providence, R. I. 


Benkay offers 3D effect in 
new cuff link and tie tack set 


A “three dimensional effect” is of- 
fered in men’s cuff links and tie tack 
in this style, one of a series called 
“Gemstones for Gentlemen” in the 
“Diplomat” line of men’s jewe.ry by 
Benkay Jewelry Co., Inc. This boxed 
sterling set features hematite stones 
on a Florentine background. The tie 
tack has a bar and chain attachment. 

Contact your wholesaler. 


International Silver's catalog 
lists 21 recently added items 


The solid brass giftwares division 
of the International Silver Co. has 
published a new catalog illustrating 
its complete line of decorator items 
and serving accessories, including 21 
new items. 

This 16-page catalog, in _ color, 
shows the “beauty of design and 
golden warmth” of the brass items 
featuring the new “Durabrite”’ finish. 
International claims “Durabrite” is in- 
visible, prevents tarnishing, is unaf- 
fected by alcohol or food staining, and 
requires only soap and water cleans- 
ing to retain the “rich golden-toned 
finish.” 

Among the new pieces are a Paul 
Revere two-quart capacity ice cube 
server, “easy pour” beverage pitcher, 
and a 12-inch compote centerpiece for 
fruit or pastries. Also available are 
an urn vase, 10% inches high with 
ebony colored wood base, retail $20, 
a cigarette box for $17.50 and an 8%- 
inch rose petal bowl for $15. 

Contact the International 
Co., Meriden, Conn. 


Silver 
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Multi-Dee ‘Convertible’ offers 
variety of rings from one setting 


The Multi-Dee “Convertible Ring,” 
hailed by the manufacturer as the 
“biggest change in rings in 65000 
years,” is said to create the first 
“ring wardrobe” for ladies. 

By adding a variety of aprons to 
a basic 14K gold setting with center 
diamond of varying size, the wearer 
can convert her ring to different 
styles. 

A locking screw in the head assem- 
bly permits removal of the center dia- 
mond. The apron, which has a center 
hole, is placed over the center hole on 


the shank, and the head assembly is 
screwed back in place and locked. The 
result, according to Multi-Dee, is a 
new ring in seconds. 

Contact Multi-Dee, Inc., 59 West 
46th St., Suite 817, New York. 


New gift boxed billfolds 
available from Amity 


New from Amity are alligator- 
grained “Buffalo Calfskin” billfolds. 
Promotion No. 0137 consists of one 
French purse and two “Director” 
models in brown, retailing at $10 each, 
gift boxed. 

Contact Amity Leather Products 
Co., West Bend, Wis. 


Magnus reed-chord organ boasts 
40 different tonal effects 

The new Magnus “Cathedral,” elec- 
tronic-reed chord organ, is claimed to 
be an entirely new kind of play-it- 
at-once organ. 


It features four sound reproduc- 
tions; violin, trumpet, clarinet and 
flute; blending with three control po- 
sitions; chorus, tremolo and solo voce; 
to produce 40 tonal effects. It also has 
a “counter-bass tone chamber” said to 
reproduce the “characteristic rumble 
of the true organ.” Available in wal- 
nut, mahogany or blonde finish. 
$339.95 retail, with matching bench 
at $35. 

Contact Magnus Organ Corp., 100 
Nayton Ave., Livingston, N. J. 


Ultrasonic Industries introduces 
counter-size cleaning unit 


An ultrasonic cleaner for retail 
jewelry stores has been introduced 
by Ultrasonic Industries. Called the 
“diSONtegrator System 30,” the new 
“nint-sized” unit comes in decorator 
colors. Ultrasonic says it is as easy 
to operate as a pocket radio. Price, 
$69.95 retail. 

Contact Ultrasonic Industries, Inc., 
Ames Court, Engineers Hill, Plain- 
view, L. I., N. Y. 


Zippo pre-packed lighter display 
has 'pilfer proof’ glass front 


Zippo’s regular and slim lighters 
are pre-packed, ready for sale, in a 
new lighter display, No. ZD-3330. 
The latter has a walnut case and red 
background, with a glass front “that 
defies pilferage.” Sliding white panel 
conceals back-up stock. Displays ver- 
tical; at an angle; or horizontal, for 
counters or windows. The display 
comes free with a 12-lighter assort- 
ment. 

Contact Zippo Mfg. Co., Bradford, 
Pa. 


Feature Ring Co. says new line 
can be ‘custom fitted’ in minutes 


Feature Ring Co. has introduced a 
selection of “Feature Flex” diamond 
cocktail and dinner rings. 

The rings are available with ex- 
panding interchangeable shanks that 
permit the ring to expand over the 
wearer’s knuckle, then contract to fit. 
Interchangeable shanks enable the 
jeweler to ‘“‘custom-fit” any size in 
less than two minutes, the company 
asserts. 

Contact Feature Ring Co., 130 West 
46th St., New York. 
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Life, Post ads highlight Mido 
60-day Fall promotion campaign 


The Mido Watch Co. says it will 
focus its Fall ’61 promotion on an in- 
tensive 60-day drive, featuring full- 
page ads in regional editions of Life 
and the Saturday Evening Post. Start- 
ing in late October, Mido said the 
campaign is designed to reach its 
peak at the height of the holiday gift- 
buying season. 

Subject of the first ad in the series 
is the “Ocean Star,” a watch with 
one-piece seamless case introduced two 
years ago. The watch is displayed in 
a “‘white tie’ atmosphere, but its 
“all occasion suitability” is stressed. 
Other models of the “Ocean Star” 
series, including a black dial, calendar 
and “super-thin” model will also be 
featured. 

Holiday buying is stressed in the 
campaign’s closing ad with a men’s 
and women’s gift guide. Six models 
are shown against a black back- 
ground. Copy invites the reader to 
choose a watch for himself, while 
selecting them as gifts for others. 

A roster of selling aids will enable 
jewelers to tie in directly with Life 
and Saturday Evening Post ads, Mido 
said. These aids include newspaper 
mats, theatre and TV films, counter 
ecards, envelope stuffers, displays, 
booklets and other promotional mat- 
ter. 

Contact Mido Watch Co. of Amer- 
ica, Ine., 580 Fifth Avenue, New 
York. 


Minitone Electronics introduces 
cordless lady's electric shaver 


The “Contessa TM,” a_ cordless, 
electric lady’s shaver, has been intro- 
duced by Minitone Electronics, Inc. 
Four transistor-type batteries supply 
electrical energy to a self-contained 
motor, which is sealed and self-lubri- 
eating. The company claims it will 
never require servicing under normal 
usage. Shaver and “lipstick-shaped” 
case are finished in gold color and 
black. The shaver carries the “Kent 
Kordless” guarantee against defects 
in material and workmanship for one 
year. Priced to retail at $17.95. 

Contact Minitone Electronics, Inc., 
104 East 25th St., New York. 
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Axel Bros., Inc., adds watches as 
third item in ‘Columbia’ series 


Axel Bros., Inc., unveiled a third 
line to be offered under the ‘Columbia” 
banner recently—“Columbia diamond 
watches.” The company says the new 





line will be distributed exclusively 
through jewelry stores. The new 
watches feature a 6-ligne jeweled 
movement and 14K gold case. Dealer 
and merchandising aids include ad 
mats, display trays, and a box of 
special tools. 

Contact Columbia Diamond 
Watches, 134-20 Jamaica Ave., Ja- 
maica 18, N. Y. 


New lamp adapter introduced 
by Lighting Services Mfg. Corp. 
Lighting Services Mfg. Corp. has 
designed a new 200-watt side prong 
lamp adaptor called the “Parad.” It 
is said to permit the use of standard 











RETAIL PRICE REDUCED 25% 





This is the famous PASSOVER SEDER PLATE by Reyal 
Cauldon that has been so successfully sold throughour the 
world. Magnificently designed in 12 colors, this 16” fine 
English earthenware plate, with six separate bowls, is exquis- 
itely decorated with the story of Passover, including beautiful 
illustrations of the Ten Plagues and the full Ma-Nishtanah 
in Hebrew and English. The plate normally retails for $39.95, 
but because the demand has been so great, production has 
increased, and the retail price is now only $29.95, including 
an elegant, fitted-and-lined case. It’s not too early to start 
planning for your Passover sales. Order directly from 
CAMDEN HALL, Inc., 49 West 23rd St., New York 10, N. Y. 











side prong lamps with any standard 
screw-base lamp holder. The adaptor 
features a spring-loaded contact for 
proper beam orientation, heavy gauge 
chrome plated lamp holder, “positive” 
locking device, and porcelain socket 
with 200° impregnated wire. 

For the first time, Lighting Ser- 
vices claims, a simple, economical 
means of utilizing the high beam 
candlepower of the 200-watt spot and 
flood lamp is offered for display and 
general lighting purposes. A complete 
range of mounting and swivel devices 
is available to accommodate a color 
filter, louver or hood extender—indi- 
vidually or in any combination. 

Contact Lighting Services Mfg. 
Corp., 77 Park Ave., New York. 


W & S Blackinton offers coaster 
ash tray for hol:day gift season 


A coaster ash tray of crystal en- 
cased in silverplate is W & S Black- 
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SERENITY SHEETS 


They're virtually headache-proof . . . famous Serenity Sheets with 
the self-selling Good Housekeeping Seal! The sheet itself combines 
the luxurious softness of a fine quality sheet with an incredible budget 
price. The Good Housekeeping Guarantee opens doors, instills con- 
fidence, makes sales! Made by Pacific Mills, one of the world’s greatest 
domestics manufacturers. Available in four popular sizes with match- 
ing pillowcases. Order now. Contact Pacific Mills for complete 
information and price list on Pacific and Serenity sheets and pillow- 
cases as well as a complete line of towels and jumbo ensembles. 


SPECIALTY SALES DIVISION 


WAMSUTTA®/PACIFIC MILLS 


a division of M. Lowenstein & Sons, Inc., 1430 Broadway, New York 18. OXford 5-5000 


inton’s contribution to the gift sea- 
son ahead, It comes in a choice of 
clear or silver-blue crystal. Each color 
is to be ordered and packaged sepa- 
rately, in standard units of 36. 

A promotion package includes a 
free ad mat and 3-dimensional buying 
display which invites the customer to 
handle the product. The coaster ash 
trays are made to stack and clean 
easily, the company said. Priced to 
sell at $1.25 Keystone individually, or 
$5 retail for a set of four. 

Contact W & S Blackinton Co., 58 
Cambridge St., Meriden, Conn. 


Ronson introduces ‘CFL 300° as 
companion to earlier shaver 


A new electric shaver addition to the 
Ronson line, the “CFL 300,” was an- 
nounced recently. A companion to the 
“CFL Mark II” shaver introduced 
earlier this year, the new shaver fea- 
tures a larger cutting system than the 
earlier model. It has a white shaver 
body, chrome-plated head and gold- 
red-grey colored emblem. Its packag- 
ing features a brown, leather-like 
presentation chest with hinged lid and 


brass latch, which includes a saddle- 
stitched travel case. In addition, it 
contains pre- and after-shave lotions. 
Ronson said the presentation chest is 
usable as a man’s jewelry case or 
storage box for small items. A “Flexi- 
matic” coil cord is standard equip- 
ment. 


Suggested retail price, $29.50. 


Sony's new portable TV weighs 
17 pounds; is transistorized unit 


What was once a job for the man 
of the house, with the help of a neigh- 
bor, may now be done by a child, ac- 
cording to the Sony Corp. This is the 
movement of a television set from one 
room to another. Sony’s transistorized 
portable weighs 17 pounds with bat- 
teries. The set has an 84-inch screen 
and can be played inside or outside, 
operating on house current or bat- 
teries. The unit can also be powered 
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by a 12-volt car or boat battery. 
set is 8% inches wide, 7 inches high 
and 9 inches deep. There are no vac- 
uum tubes, which Sony says cause 80 
per cent of home TV set failures. 
$249.95 retail, with ear-phone jacks 
and carrying case; optional battery 
pack is $29.95. 

Contact Sony Corp. of America, 


Oneida announces Sept. sale 
for "Damask Rose" Sterling 


ask Rose” pattern in Heirloom ster- 
ling throughout September. 

A special display card, mailing cir- 
culars, price book pages and a variety 
of newspaper mats will be available to 
dealers with a 50-50 cooperative ad- 
vertising allowance. The pattern will 
be publicized in newspapers through- 
out the month. Orders postmarked to 


514 Broadway, New York. Ri tree Oct. 7 will be accepted at the special 
prices, Oneida said. 


New clasp design makes possible 


many styles from same necklace Timex service manual ready; 


The sterling division of Oneida has brief text, illustrations 
Silversmiths has announced a sale The 1961 Timex service manual is 
with 25 per cent savings on the “Dam- now available. The manual! presents 
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Hans Sinzheimer Inc. has designed 
a clasp that will enable a woman to 
fashion a necklace to any style. The 
company claims a pearl! necklace can 
be adjusted from opera length to 
choker and bracelet, in seconds. 

Contact Hans Sinzheimer Inc., 
West 45th St., New York. 


TELECTRO lo ry | p 


TRANSISTORIZED, BATTERY-OPERATED TAPE RECORDER, no larger, no heavier 
than a folding camera! Records and plays anything anywhere! Two speed drive; up to 
1% hours on a single reel of tape. 

A SUBSTANTIAL PRODUCT AT A PROMOTIONAL PRICE 
HERE’S YOUR MARKET: Home movie fans and slide enthusiasts. They'll want to make 
on-the-spot recordings for sound tracks. Vacationers, for a memory-book of sounds, 


Schrade Walden ‘Old Timer' 
knife has 3 blades; is guaranteed 


A pocket knife with three “‘electron- 
ically heat treated” blades is offered 
by the Schrade Walden Cutlery Corp. 
in its “Old Timer” model. The quality 
of this knife is so good, Schrade Wal- 
den says, that each knife is guaran- 

sound hobbyists, students, businessmen . . . in short everyone who wants a truly port- 
able quality tape recorder will want the TELECTRO TELETTE! $99 957 
Complete with 7 pen-light energizer batteries. Y e 


EVERY TELECTRO TAPE RECORDER IS A PROFIT-BUILDER 


TELECTRO 


atcter 


ae 
introduces everyone to _~ 
the fun of tape -. “y 


TELECTRO 

SR122 

Complete, self-contained stereo 
package at an unbeatable price! 
Full stereo playback from pre- 
recorded 4-track and 2-track 
tapes. Simul-Track® recording— 
record on one channel, listen 
to another. Matched dual 6-watt 
amplifiers. ONLY $159.95? 


TELECTRO 
MR112 


America’s favorite recorder in 
the under-$100 bracket! All the 
features of far more costly 
recorders: 6-watt amplifier, 7” 
reel capacity and two-speed 
drive—up to 4 hours of record/ 


recording! Ask your \. 
Telectro distributer 
about this traffic- 
building plan that 

turns tryers into 
buyers—or write 
direct. 


teed for life. The handle, 
long when closed, is of 
Bone and is reinforced with nickel 
silver bolsters and lined with brass. 
The knife is packaged in a wooden 
presentation box. Price, $5.00 retail. 
Contact Schrade Walden Cutlery 
Corp., 1776 Broadway, New York. 


four inches 
Meerchaum 


f SUGGESTED LIST. SLIGHTLY HIGHER IN SOME AREAS 


piay time. ONLY $99.95+ 
> CE LE: C TEtO”’ vivision 
DUMONT EMERSON CORPORATION - 680 FIFTH AVENUE, NEW YORK CITY 


AMERICA’S LARGEST MANUFACTURER EXCLUSIVELY DEVOTED TO THE DESIGN AND PRODUCTION OF TAPE RECORDERS 
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servicing procedure in as few words 
as possible for persons already skilled 
in watch repair. It contains a series 
of illustrations showing areas in 
which guidance may be necessary. 

The manual covers Models 22, 29, 
23; the waterproof, self-wind and non- 
waterproof range. A _ special insert 
covers battery replacement for the 
Timex electric. 

Contact Timex, U. S. Time Corp., 
Waterbury 20, Conn. Dept. SM. 


Kimberly line of wedding rings 
features matched diamonds 


The introduction of a new line of 
wedding bands, featuring original de- 





signs in both “classic simplicity” and 
“ultra high-fashion creations” in a 
variety of finishes, was announced re- 
cently by Kimberly Gem Co. 

Included are a group of 14K gold 
wedding bands with matched dia- 
monds. Finishes are in Florentine, tu- 
tone, satin, Swedish or diamond-lapped 
styles. 

Kimberly said it has obtained the 
services of an “outstanding” Paris 
designer who has created a group of 
rings in “the new asymmetrical fash- 
ion-look heralded by the leading Par- 
isian fashion nouses.” 

Display and merchandising aids are 
available without charge. 

Contact Kimberly Gem Co., Inc., 62 
West 47th Street, New York. 





To be known for fast, proper service... 


See the new 1962 


Lindley creations now on display 
at all major gift shows! 


The only box that displays both quality, speed 


What better way to actually demon- 
strate fast service than to snap a Lindley 
into shape—before the customer’s eyes. 
And what better taste than to present 
your product—in the quality of a 
Lindley box. Simplicity is the keynote 
of Lindley designs—with attractiveness 
that never wears thin. Remember, too, 
how Lindley boxes save storage space. 
And how quickly they’ll be in stock! 
New, distinctive signature designs of 


Lindley The Prestige Box 


—That Snaps Into Shape 


your store name, on the proper box for 
every product—call your Lindley man, 
or send us a card or wire for complete 


information. Let Lindley serve you now. 


FEDERAL PAPER BOARD CO., INC, 


LINDLEY DIVISION, DEPT. 149, MARION, IND 


Gibson aim: to ‘button-up’ sales 
with ‘birthday button’ cards 


“Birthday Club” buttons on animal 
design cards have been introduced by 
Gibson Greeting Cards, Inc. Gibson 
said children from three to five can 
wear the removable button pins for 
birthday celebrations. Cards are ap- 
proximately 7% by 3% inches and 
retail at 15¢ each. 

Contact Gibson Greeting Cards, 
Inc., 2100 Section Rd., Cincinnati, 
Ohio. 


Arnstein offers ‘sales sparker’ 
in ring, pendant, earring set 


A four-piece set of diamond jewelry 
mounted in 14K white gold has been 
introduced by Arnstein Bros. & Co., 
Inc. The set consists of a ring, pendant 
and pair of earrings, each mounted 
with a 4 carat diamond; total weight, 
one carat. Units may be sold together 
or separately. Price of the complete 
set boxed is $312 Keystone. 

Contact Arnstein Bros. & Co., Inc., 
Time and Life Building, New York. 


Portable label price marker in 
kit form added to Garvey line 


A compact, portable, semi-automatic 
label price marker has been added to 
the Garvey line. The new machine 
uses a “Big Wheel” price marker and 
dispenses pressure sensitive labels. 
Garvey says the system provides speed 
and versatility for price changes and 
economy for short and long runs. The 
maker adds that price marking labels 
increase speed and accuracy at the 
cash register, and are becoming pop- 
ular for hard to mark packages, over- 
pricing and specials. 
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The “Label Pricer” is available in 
a kit, including a self-inker, labels, 
price marking ink and cleaner and 
price remover. 

Contact Garvey Corp., Dept. P-l, 
9804 Page Blvd., St. Louis 32, Mo. 


Leonore Doskow offers display, 
new brochure, promotional aids 


Display for initialed sterling silver 
items comes in blue velvet with gray 
frame. Mats, counter cards and en- 


velope stuffers, as well as a new bro- 
chure are available. 

Contact Leonore Doskow, Ince., sil- 
versmith, Montrose, New York. 


College Seal offers sales plan 
for high school jewelry items 


A “pre-tested plan” designed to 
“help jewelers get their share of 
traffic - building high school jewelry 
sales,” has been introduced by College 
Seal. Its plans, the company asserts, 
“are designed to include a selection of 
the most-wanted high school jewelry 
at a $3.75 cost.” 

The selection includes coordinated 
pieces, College Seal says, such as 


SS * 7 ~ - " ” > . ; « 


pins and guards, charms and charm 
bracelets, along with the high school 
rings. 

Free merchandise aids, including 
displays, newspaper mats, window 
streamers and others accompany the 
“coordinated selling package.” 

Contact College Seal, 236 Broadway, 
Cambridge 39, Mass. 
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Kem Plastic double-deck box 
doubles as card display package 


A two-deck box by Kem Plastic 
Playing Cards makes a display pack- 
age as well as container. With the 
cardboard sleeve removed the cards 
are visible to the customer. 
The gold-colored medallion in the 
center holds the decks in place and 
identifies games like pinochle and 
canasta. Molded of black plastic with 
highlights of gold coloring, the pack- 
age has been “designed to harmonize 
with contemporary and _ traditional ces 
settings.” Available in bridge, poker, o oe 


pinochle and canasta double decks at Contact Kem Plastic Playing Cards, 





$7.95 retail. Inc., 660 Madison Ave., New York. 


RYYALE 


“entrusted to the finest jewelers only’ 


The demand for a watch of quality, legitimately priced, is increasing 
rapidly by a public disillusioned with insincere claims and wild pro- 
motions. Racine has created a fine line of watches to win the admiration 
of the consumer and the respect of the fine jeweler. Build with us now, 
on a solid foundation of protection and quality! Available through your 
local distributors. Retail price range $38.50 to $180. Write for catalog. 
Shown above is one of our three outstanding electric watch models. 


“RACINE 


& Company, Inc. 


20 WEST 47th ST., N.Y.C. 


Distributors: |. ALBERTS SONS, INC., Boston, Mass.; JOS. B. BECHTEL CO., INC., Phila.; B-H-K CO., 
Milwaukee, Wis.; A. C. BECKEN CO., Chicago, Cincinnati, Denver, Nashville; WM. R. KATZ CO., Dallas, T 
E. W. REYNOLDS CO., Phoenix, Ariz.; A. H. FICKEN CO., Cleveland, Ohio. 
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by Henry B. Fried 
JC-K horological consultant 


Meet the new 505 


Hamilton electric 


A double pin—part gold and part 
jewel-is an interesting 
feature of this simplified design 


This ts the first of a two part 
article explaining the working 
principles and servicing pro- 
cedures for the Hamilton cali- 
bre 505 electric watch. It will be 
concluded next month. 

Part IV of “A Watchmaker’s 
Guide to Electricity” will appear 
in November. 


® HAMILTON WATCH CO. has 
simplified its electric watch 
movement by eliminating the 
delicate gold contact springs. 
Contact is now made directly 


to the balance’s coil through a 
star wheel which is mounted 
directly over the steel indexing 
wheel. The need for special in- 
struction on adjusting the fine 
gold contact springs with its 
box-detent structure is thus 
eliminated, and with it one of 
the trouble sources in adiust- 
ing electric watches. 

Figure 1 shows three views 
of the Hamilton calibre 505. 
To the left is the dial (side 
view) twice actual size. The cen- 
ter view shows the actual size 
of the movement. To the right 


is the train side of the new 
movement, twice actual size. In 
this figure, you can see that the 
balance is made simpler without 
screws, poising being effected by 
countersinking smal! drill cuts 
beneath the rims of the balance- 
motor. 

Figure 2 shows an exploded 
view of the working principles 
of the calibre 505. The balance 
assembly is composed of the 
stamped rim-sector at the top, 
augmented by two kidney-shaped 
counterweights at the sides. 
The coil is held to the balance 
by supporting arms, which are 
fastened to the cross bar of the 
balance as well as to supporting 
yokes on the coil. One end of 
the coil terminates at the bal- 
ance, connected by the “pig-tail’”’ 
coming out of the center of the 
coil close to the fastening screw. 
The other terminal of the coil 
is connected to an insulated part 
of the balance and receives con- 
tact when the balance is in a 
planned position. The contact 
arrangement is shown in the 
enlarged view in the upper-left 
of this figure. 

The indexing wheel, made of 
steel as in previous models, is 
now improved with a rachet- 
toothed auxiliary wheel. This 
wheel is made of an excellent 
electrical conducting platinum 
alloy. When the balance is in 
position so that the contact of 
the balance touches the contact 
wheel, electrical energy will 
flow from the “button” energy 


Figure 1. The left illustration is a side view of the dial, twice actual size. To the right is a 2X view of the train side. The 
center picture shows the actual size of the movement. Note the absence of screws in the balance. 
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Figure 2. An exploded view of the working principles of the 
calibre 505. The stamped rim-sector at the top and two kidney- 
shaped counterweights at the sides make up the balance as- 


sembly. Note the enlarged view of the contact arrangement. 
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Figure 3. The teeth of the steel index 
wheel are situated directly over the 
permanent magnet pins at ‘‘A.”’ 


Figure 4. The contact wheel and in- 
dex wheel are shifted by the jewel side 
of the gold-jewel pin on the balance. 


Figure 5. The jewel pushes the tip of 
the contact wheel, causing the magnet 
pins to attract the next index tooth. 
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cell to the coil. 

The balance contact unit is 
also new and novel. The contact 
is made up of two D-shaped 
pins, one smaller than the other. 
The larger is of non-conducting 
jewel while the smaller is of 
gold, a good conductor. The op- 
eration of this system will be 
explained in detail later. Brief- 
ly, this combination of contact 
wheel and index wheel and half- 
gold, half-jewel pin, performs 
the double duty of making the 
electrical contact and advancing 
the train of wheels. This is a 
four-piece assembly; an index 
pin and index hub, a contact 
wheel and index wheel. The in- 
dex pinion is insulated from the 
hub. Current flows from the 
energy cell through the cell 
lead, end-piece, and lower pivot 
of the index wheel to the con- 
tact wheel. 

As the balance assembly turns 
counter-clockwise, the gold side 
of the gold-jewel double pin 
meets the contact wheel, clos- 
ing the circuit. Current flows 
through the gold half of the pin 
and wire “pigtail” to the coil, 
passes through and energizes it, 
then returns through the coil at- 
tachment, balance, hairspring, 
balance bridge and pillar plate 
to the positive side of the energy 
cell. 

In addition to closing the 
circuit while the balance is 
turning counterclockwise, the 
gold side of the gold-jewel pin 
advances the index wheel. The 
steel index wheel is fastened to 
the lower side of the platinum 
contact wheel. The indexing ac- 
tion is completed and the wheels 
are held in their proper place 
or rest position by two small 
permanent magnets beneath the 
index wheel. The index wheel is 
advanced one tooth to each coun- 
terclockwise swing of the bal- 
ance. The train, and in turn the 
hands, are caused to rotate by 
this indexing action. 

On the clockwise swing the 
balance is merely returning. The 
jewel side of the pin slips past 


a tooth of the contact wheel; 
no electrical contact is made 
since the jewel side of the pin 
is a non-conductor. 

An examination of Figure 1 
shows the energy cell held down 
by the positive contact strap. 
The negative plate of the cell 
meets the cell lead which touches 
the bottom of the cell. This joins 
the endpiece on which the pivot 
of the double index contacting 
wheel rests. The platinum con- 
tact wheel is insulated from the 
steel indexing wheel and its pin- 
ion. The enlargement at the up- 
per left shows the platinum 
wheel contacting the gold side 
of the double pin. This supplies 


Figure 6. The balance is moving clock- 
wise on its return trip. The jewel pin 
strikes the contact wheel tooth. 


energy to the coil. The electro- 
magnetic impulse given to the 
balance soon forces it away from 
the contact wheel. Now the bal- 


ance continues to turn on its 
own momentum until arrested 
by the resiliency of the hair- 
spring. On its return, the jewel 
side of the pin strikes the con- 
tact wheel and no electrical con- 
tact results. The balance con- 
tinues to turn on its momentum, 
brushing the contact wheel 
slightly; not enough to dislodge 
the attached index wheel from 
its magnetically stationed posi- 
tion over the permanent magnet 
pins. 

(please turn to page 201) 
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ULTRASONIC 
JEWELRY CLEANER 


BENCH SPACE 812” x 13” 
TANK, 5” x 5'2" x 4” DEEP 


AUTOMATIC TIMING 
from 0 to 15 minutes 


$185 


Also available 
on time payments 


Here is a new, proven money-maker for every man at the bench. 
Not only does it clean jewelry more thoroughly but it eliminates 
hand-scrubbing or other time wasting methods. 


Ultrasonic action penetrates the smallest crevices, scouring aw~y 
all dirt, grease, rouge, etc., from gems and stones as well as gold, 
silver, platinum and other metals. The result—a more sparkling finish 
without polishing. 


Ask for a demonstration. It incurs no obligation. 


DRUM AND TAPE WATCH-RATE RECORDERS * ULTRASONIC WATCH AND JEWELRY CLEANERS ’ ELIMAG MAGNETISM ELIMINATOR 


WT LL LLL 


4 « A DIVISION OF THE BULOVA WATCH COMPANY, INC. 
61-20 WOODSIDE AVENUE, WOODSIDE 77, L.I., N.Y. 
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WORKSHOP 
QUESTIONS 
and ANSWERS 


TUMBLING BARREL—Recently I 
installed a tumbling barre! in 
my shop. What polishing agents 
can be used with this device to 
work with gold, gold-filled, sil- 
ver, etc.? What type of shot 
should be used?—Huber’s Jew- 
elry, Norfolk, Va. 

Answer: Any ductile material 
such as gold or silver may be 
burnished to a high finish in 
the tumbling barrel. Glass-hard 
balls, pins, stars, slugs or other 
odd shapes are used as the bur- 
nishing medium together with 
water-soluble lubricant (soap 
like) solutions. The liquid should 
just about fill or cover the steel 
balls when the barrel is at rest. 
3ecause the steel balls and bur- 
nishing agents rust easily, the 
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liquid must be an alkaline solu- 
tion. 

Use a soft soap such as vege- 
table soap and add to it potas- 
sium carbonate and a little am- 
monia. Do not use more than a 
teaspoonful per gallon of water 
and about % to % ounce of the 
alkaline additive per gallon. Be 
careful to exclude alloys contain- 
ing tin, lead, aluminum or zinc 
—these metals coat the shot as 
well as the material to be pol- 
ished. Scratch brush all newly 
plated objects before putting 
them in the barrel or they will 
emerge with a haze on them. 

* * * 

ETCHING PEWTER—I am trying 
to learn the art of etching pew- 
ter and silver, but cannot get in- 
formation on the grounds and 
correct acid to use. Can you help 
solve my dilemma ?—E. P. Chap- 
low, 11955 E. Nine Mile Rd., 
Warren, Mich. 

Answer: To etch a design in 
metal, paint the portions to re- 
main raised with a substance 
that will resist the mordant used 
to etch. Asphaltum varnish is 
used generally. After the de- 
sign is painted, coat the edges 
and back and allow them to dry 
hard. Touch up the design with 
a sharp knife or scriber to 
smooth any spots where asphal- 
tum has spread. 

Place the object in an acid 
bath (a glass or porcelain dish 
will do) until the metal is etched 
to the desired depth. Remove 
from the acid and rinse. Tur- 
pentine or benzene will remove 
the asphaltum. 

Be careful, poisonous fumes 
are given off during etching. 
The rate of etching should not 
be fast enough to remove or 
raise the resist from the metal. 
It is advisable to experiment 
first with a piece of scrap par- 
tially protected with resist, to 
test timing and acid dilution. 
Use rubber gloves or rubber cov- 
ered wire to lift the object from 
the acid. Dilute the mordant if 
the reaction is violent. Remem- 
ber, when mixing acid with 
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water, always pour the acid into 
the water, never the other way 
around. 

To etch silver, start with a 
solution of 75 per cent nitric 
acid and 25 per cent water. 
Pewter poses additional prob- 
lems. First, it is supposed to be 
an alloy of tin, antimony and 
copper. But many so called 
“newter alloys” contain quanti- 
ties of lead. Lead is difficult to 
dissolve in a cold bath, while a 
hot bath will remove the resist. 
If too much lead is not pres- 
ent the following formulae 
should work: 

1. Nitric acid, one part; acetic 
acid—28 per cent, one part; 
glycerine, eight parts. 
2. Nitric acid, one part; acetic 
acid—28 per cent, three parts; 
glycerine, five parts. 
3. Nitric acid, 225 C.C.; methyl! 
alcohol, 95 C.C. 
4. Ferric chloride, 10 
hydrochloric acid, two 
water, 95 C.C. 
5. Potassium dichromate, dilute; 
nitric acid, 5 per cent. 

“kK * K 


grams; 


+ Pee 


ULTRASONIC CLEANING—A year 
ago I bought an_ ultrasonic 
cleaning machine. The results 
have been discouraging. The 
watches I clean have a good 
reading on the timing machine. 
But in a week to six months they 
“come back,” with no motion to 
the balance and oil still in the 
jewels; the watches 
clean, but won’t run. 

The manufacturer suggested 
a different solution, but I was 
allergic to it. Now I am using 
a third well known ultrasonic 
cleaning solution with another 
company’s rinse, but I still have 
too many returns. Have you 
any idea what the trouble may 
be?—R. Farthing, Bowling 
Green, Ohio. 


appear 


Answer: It is difficult to tell 
what’s wrong without micro- 
scopic examination of your 
comebacks. However, I can 
guess. Usually, the fault is not 
with the machine, chemicals or 


CIRCULAR-KEYSTONE, SEPTEMBER 1961 





olls—but with their improper 


use. Too many people buy an 
ultrasonic cleaning machine and 
expect miracles from it. I be- 
lieve that this is far and away 
the best method of cleaning 
watches. But it will not per- 
form the wonders I hear some 
claim for it. The watchmaker 
must understand the device, 
how it operates and its limita- 
tions. He must bear with it un- 
til machine, liquids and he him- 
self can work as a team. 

Perhaps you don’t take the 
portions of the movement apart 
as you should. Perhaps you do 
not take out the barrel cover or 
mainspring. Perhaps your main- 
springs need cleaning, and the 
solution did not remove the 
dried oil, or congealed it into a 
sticky resin. Watchmakers often 
use their cleansing and rinsing 
solutions too long. They become 
stale and rancid with the rapid 
cavitation of ultrasonics. Thus 
what might appear to be a clean 
surface will reveal itself as not 
so clean under microscopic in- 
spection, especially the jewel 
surfaces. This will spoil any oil 
applied to these spots and pro- 
duce the poor results you are 
experiencing. 

Some expect ultrasonics to go 
into a closed barrel, loosen the 
old oil, flush the loosened dirt 
out of the barrel (from which 
exit?) and get in between the 
tightly packed coil of the main- 
spring. 

Using one company’s cleanser 
and another company’s rinse is 
poor practice since they may 
not be compatible. Use _ the 
cleanser and rinse as a matched 
team, the type recommended by 
the maker of the machine. In 
ultrasonics there is a tendency 
to use solutions too long. Yet 
in ultrasonics the cavitation 
causes the solution to age faster 
for two reasons. It cleanses so 
well there is actually more dirt 
loosened than in the mechanical 
method. This causes the solu- 
tion to saturate with dirt much 
sooner than with other methods 
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of cleaning. Secondly, the cavi- 
tation—the bursting of millions 
of tiny bubbles—causes some of 
the active parts of these chemi- 
cals to evaporate, causing the 
solution to “age” more quickly. 

In spite of this it cleans 
quicker, better. For this rea- 
son it is more economical to 
change solutions frequently. 
Change your cleanser often, 
generally after five or six cycles. 
Throw away your first rinse and 
move back your second or final 
rinse into the first rinse spot. 
Provide a fresh rinse when you 
change cleansing fluids. Used 
properly, you can expect good 
results with an ultrasonic clean- 
ing machine. 

ok Kk 

MORE ULTRASONIC—Some years 
ago you recommended a _ solu- 
tion for cleaning watches con- 
sisting of Oleic acid, Acitone, 
Ammonia and distilled water. I 
have been using it since with 
good results. Is there some- 
thing newer and better to be 
used with a cleaning machine? 
—A. Beaudet, Woonsocket, R. I. 

Answer: This formula is still 
good—-if you find it does the job 
with your system of cleaning, 
stick with it. Rinsing solutions 
of various formulae of chlori- 
nated hydrocarbons have been 
used with some success with ul- 
trasonic cleansers. Perchloreth- 
elene (Perk), Tetrachlorethyl- 
ene and Trichlorethane (fairly 
good) are some of them. “‘Perk”’ 
is a Dow Chemical Co. product. 
Trichlorethane is also known as 
“Clorethane” (Dow) or as “In- 
hibisol’’ made by Penetone Co. 
These are almost half again as 
heavy as water, or heavier, and 
water will float on them. They 
will not mix with it. Therefore 
they cannot be used as a rinse 
where the first cleanser has a 
water based formula. 

* * K 

MAKES AMALGAM—What is the 
best way to remove mercury 
from gold rings?—Carl’s Jew- 
elry Store, 202 East Main St., 
Niles, Mich. 








TECHNOLOGY EXPERT 
JOINS JC-K STAFF 


JC-K is proud to an- 
nounce a new addition to 
its staff of expert consult- 
ants. 

Nathan B. Winkler, 
JC-K’s new Jewelry Tech- 
nology Consultant has 
been a_ practical jeweler 
for more than 35 years. 
He holds B. S. and M. A. 
degrees from New York 
University, and is head of 
the Metal Trades Depart- 
ment at the George West- 
inghouse Vocational and 
Technical High School in 
Brooklyn, N. Y. He has ap- 
peared on television and 
written extensively. 

He has introduced time 
saving devices and _ pro- 
cedures in the manufac- 
ture of jewelry and holds 
patents on bracelet clos- 
ures; attachments and 
watches. 

If you have questions on 
jewelry repair, metallurgy 
or engraving, you may ob- 
tain answers by writing to 
“Nathan B. Winkler, Jew- 
elry Technology Consult- 
ant, co JC-K, Chestnut & 
56th Sts., Philadelphia 39, 


Pa.” 


Nathan B. Winkler 











Answer: Mercury is best kept 
a safe distance from gold. The 
two metals combine readily to 
form gold amalgam. If the mer- 
cury is not removed immediately 
the resultant mixture tends to 
become brittle and eventually 
breaks up. To remove freshly 
deposited mercury, immerse the 
ring in a solution of 75 per cent 
nitric acid and 25 per cent 
water. Keep the ring submerged 
until the mercury disappears. 

If the mercury has been in 
contact with the gold for some 
time, slowly heat the ring to 
about 700° F., a little higher 
than the melting point of lead. 
Take care to safeguard stones 
that may be present. Heating 
should be done carefully in a 
well-ventilated area since mer- 
cury begins to volatilize, that is, 
become a vapor, at near 200° 
F. The fumes given off are ex- 
tremely dangerous. After the 
mercury has been driven off, al- 
low the ring to cool. Pickle it 


in a 10 per cent sulphuric acid 
solution, rinse and polish. 











WAYWARD WIRE—I have for re- 
pair an old Seth Thomas clock 
of great sentimental value to 
the owner. The movement is 
stamped 63/4. My question 
deals with the chime and bell. 
The bell has its own mainspring. 
There is a wire running from a 
pawl resting on the center wheel 
to a lever on the bell trip lever. 
This wire runs up toward the 
movement. A 14-inch section is 
missing; the rest of the wire 
hangs down from the chime trip. 
Pushing on this portion of the 
wire sets the chime in motion. 

I assume that the wire should 
make one continuous trip from 
the pawl to the bell trip and 
back up the movement and 
chime trip. There should be a 
cam or wheel that slides over 
the hour wheel and sets the ring- 
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How UP-TO-DATE are you? 


Over 1,000 of your fellow-jewelers have traded in their old model 
for the FIRST NEW ENGRAVING MACHINE IN YEARS. 
How about you? 


3 TIMES 
DEEPER 
ENGRAVING 
DEPTH 


SO SIMPLE 

TO OPEPA TE 

EVERYBuDY .. 
ENGRAVES 
EVERYTHING 
FROM THE 
SMALLEST 
CHARM TO A } 
REVERE Bow, 


SEE IT NOW! 


EVERYBODY _. 


ENGRAVER, ON 
TRACER-GUIDED 
ENGRAVOGRAPH 


AND WE MEAN 


CAN BE HIS OWN 


For a free demonstration, contact your New 
Hermes representative or write to New Hermes. 


reew Lermves ENGRAVING MACHINE CORP. 


154-WEST 14th STREET, NEW YORK 11, N.Y. IN CANADA: 359 St. James Street West, Montreal, P.Q 





ing in motion at the proper 
times. If this assumption is cor- 
rect, where may I obtain this 
part? Could you tell me if this 
is the right pendulum? The pen- 
dulum is merely a copper cov- 
ered lead weight that slides on 
a copper shaft.—Thomas Latch, 
Jr., W. C. 


Answer: The movement is a 
Seth Thomas number 33. The 
distance from the center to the 
lowest point on the pendulum is 
81% inches. The alarm attach- 
ment of which you speak ap- 
pears to be complete, with the 
exception of the alarm disc 
which goes over the hour wheel 
post. This is easily supplied. 
You need nothing else than this 
disc, which has the 12 hours 
stamped or raised on it. When 
it is placed in position, the wire 
will rest on it, and when ad- 
justed will fall into a notch once 
every 12 hours, releasing the 
smail but loud alarm at the 
lower left. For parts to this old 
clock, write to Louis Romaine, 
clockmaker, Williston Park, 
oh a eg 


* * * 


TWO DIALS I am inquiring 
about an old watch. It is a cyl- 
inder, with two dials run by the 
same mainspring balance wheel. 
The sweep second hand is con- 
trolled by a small lever on the 
right side. When the second 
hand is stopped, the watch stops. 
What is the purpose of such a 
watch and how old is it? The 
markings are “M. J. Tobias, Liv- 
erpool, Double Time Keeper, 
Full Jeweled 95475.” — J. P. 
Mortel, New Britain, Conn. 


Answer: M. J. Tobias (actu- 
ally M. J. Tobias) of Liverpool! 
was a most prolific and active 
maker and importer-exporter of 
watches to the U. S. in the first 
half of the nineteenth century. 
Since your watch is a cylinder 
and apparently much like my 
own models of these devices by 
Tobias, I can almost certify that 
it was made in Switzerland, not 
Liverpool. They are not very 
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rare but are becoming sought 
after now. Of all the names 
mentioned in English watch 
“antiques,” the Tobias name 
crops up most often. The pur- 
pose of this watch, made about 
1845, was to compare the local 
time in two different localities. 
In those days standard time did 
not exist. 

Often two towns close by 
would have different time stand- 
ards, and disagree by a large 
amount. The railroads also had 
their own time. This was used 
to note the difference in two 
places. Also, watches such as 
these were used by captains of 
tramp steamers. stopping at 
various ports. It helped them to 
note the differences. 

Another use of these watches 
was to obtain the local time 
when using the sextant — go 
back to the place where the ma- 
rine chronometer was planted, 
and note the difference and ob- 
tain the longitude. 


105 HAMILTON ELECTRIC 
(Continued from page 196) 

The train turns in sequence. 
The index wheel (Figure 2) is 
turned clockwise by the balance. 
The index wheel’s pinion turns 
the fourth wheel. The fourth 
wheel pinion, turning counter- 
clockwise, moves the third wheel 
clockwise. The third wheel pin- 
ion is enmeshed with the center 
wheel, moving it counterclock- 
wise (viewed as in Figure 2, 
from the movement side). The 
fourth wheel is mounted direct- 
ly over the hollow center arbor 
and its long pivot reaches 
through to support a sweep cen- 
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ter second hand. The dial train 
works off a common pinion at- 
tached friction-wise to the hol- 
low center arbor. 

Figures 3, 4, 5, and 6 show 
the indexing-impulse sequence 
in detail. In Figure 3, the bal- 
ance is moving counterclockwise. 
The gold side (C) of the gold- 
jewel pin has joined the plati- 
num contact wheel’s tooth. This 
causes the balance to be electro- 
magnetically impulsed in the 
same (continuing) direction. 
Notice also that in this position 
the star-pointed teeth of the 
steel index wheel are situated 
directly over the permanent 
magnet pins shown at position 
A. As the balance continues to 
move, the gold pin causes the 
contact wheel to move a bit 
in the clockwise direction. 

In Figure 4 the jewel side of 
the pin on the balance takes 
over the shifting of the contact 
wheel and index wheel. When 
the index wheel’s star-pointed 
tooth is moved out of the influ- 
ence of the magnet pins, the 
additional push of the jewel on 
the tip of the contact wheel 
tooth causes the magnet pins to 
attract the nearest (and next) 
star-pointed index tooth. This is 
shown in Figure 5. Teeth A 
have advanced one position and 
now teeth B are positioned over 
the indexing magnetic pins 
while the tip of the contact 
wheel tooth is clear of the gold- 
jewel pins. 

In Figure 6, the balance is 
on its return trip in the clock- 


wise direction. The jewel side of | 


the pin with its curved surface 
strikes the back slope of the con- 
tact wheel tooth. This motion, 
the incidence of the curve of 
the jewel and the sharp slope 
of the back of the contact tooth, 
cause a small back-lash. When 
the balance moves away, the 
permanent magnet pins draw 
teeth B back again to the posi- 
tions indicated. Zea 


(To be continued next month.) 
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NEWALL-iZED SWISS 
STEM SYSTEM 


144 different genuine Swiss stems 
for popular and late model wrist 
watches will take care of over 
950% of watches you repair In 
handsome steel stack-up cabinet. 
Bottles are numbered with the 
Newall basic stock number. An 
assortment number is not neces- 
sary when reordering. System 1s 
never obsolete. Complete inter- 
changeable model and measure- 
ment information is listed in your 
Newall Fingerprint catalog. Sys- 
tem can be easily expanded by 
adding empty cabinets. 

Insist on Newall-ized System 


31000 and obtain the finest Swiss 
stem system on the market. $20.40 





At Your Newall Jobber 


THE N EWALL MFG. CO. 


CHICAGO 2, iLL 














SINCE 1877 

BOWMAN 
. TECHNICAL 
7r SCHOOL 


ae ls, Courses in Watch- 
i} 1 Bei pr making and repair- 
- ing 
—— You con enter 
INDIVIDUAL INSTRUCTION 


Our graduates pass certified master watch- 
maker tests and state examinations and are 
in great demand. 


Send for free Catalogue 
“Your Future & Gur Scheel’’ Bowman Bidg., Lancaster, Pa. 


We NEVER have enough men to supply 
the demand 


Courses Approved for 
Veterans & State Rehabilitation 








I 


ON watcu cro ws" 
50 Eldridge $?., New oe CO . P TE 
Seasise ine Meesested comes” [ Saget 

Sod ent hans eae me | 











Wik Cs 


We repair all types of cases, chrono- 
graphs ond steiniess, and make coil 
springs for cases. We aiso sell used 
replacement movements. 

Write for Information 


BECKER-HECKMAN COMPANY 


89 East Medison Street Chieago 2. Illinets 
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DIAMOND SETTER: 


| JEWELER AND 
top salary and 40 hours; 5 day week; 
must have well equipped shop; steady, 
permanent employment; address, “D, 
6794," care of JC-K. 


RATES AND REGULATIONS 53 
ENGRAVER, presently employed; 14 


: rears experienc ) rold, lettering, 
“SITUATIONS WANTED’’—Regular type $3.00 first 25 words; monograms, ornamentals; reliab1é 
additional words, 10 cents per word. Heavy type $8.00; addi- oe gp gl oo Mage ge 


tional words 25 cents per word. address, “G, 6898,” care of JC-K. 


“HELP WANTED’’—‘“LINES WANTED’’—and “SIDE LINES’’— Sa 
Regular type $5.00 first 25 words; additional words 15 cents DISCCUNT DIAMOND SALESMAN; 


available better Jersey showroom: ex- 


per word. Heavy type $8.00 first 25 words; additional words pert handling loose goods, mountings, 
25 cents per word. etc.; $7,800 plus commensurate bonus ; 


first class reference: address, “S, 6866, 
ALL OTHER HEADINGS—Regular type $9.00 first 25 words; care of JC-K. 

additional words 25 cents per word. Heavy type $13.25 first —— 
25 words; additional words 30 cents per word. NEW JERSEY POSITION WANTED: 
aggressive credit jewelry salesman, 
Name, Address, Initials and Abbre- @ Advertising matter addressed to buyer; window expert; adman, execu- 
ati t d ifi . . tive administrative calibre; minimum 
viations COUNT aS words. classi ied advertisers will not be de- salary $9,000; performance guaranteed ; 

livered. address, “S, 6886,” care of JC-K. 
lf answers are to be forwarded, 20 @ Classified ad form closes 10th of 
cents extra to cover postage must the month preceding date of issue. REGISTERED JEWELER. now retailer- 
be enclosed. @ A box number when used in ad owner in Midwest: desires selling ot 
counts as five words, that is, Ad- F yaeecn egg py gar emp Bigg» 
icci ” f eric: rem soctety ype store in 
No Agency Commission. dress #13, care of J C-K. ahd oe Wink aon oe een 


“P, 6929,” care of JC-K. 














In answering Box Numbers address envelope "Box —," care of Jewelers’ 
Circular-Keystone, unless otherwise instructed. In answering ads, do not 
enclose letters of recommendations. BOOKKEEPER, ACCOUNTANT: exten- 

sive expert experience; knowledge of 


JEWELERS’ CIRCULAR-KEYSTONE, Chestnut & 56th Sts., Phila. 39, Pa. every. phase of jewelry’ business ; out- 
SS SSS ek SS SS SS SSS SSCS SSS SSF CE eee eee sauition ian York City : Hy Pharr “e5g 


eare of JC-K. 


MAN FRIDAY; 1] years experience a ta te 
nationally advertised diamond watch ~e tikes a ; 
jewelry firm; production, sales cor- WATCHMAKER, | desires position in 
respondent, bookkeeping; N. Y. C.; Northeastern U. 5S.; 18 years expert: 
address, “B, 6928,” care of JC-K. ence; graduate of Bowmans; railroad 

watch inspection experience: take com- 

’ , . , plete charge; address, “N, 6952," care 

WATCHMAKER, 34, family man: 19 of IC-K. 
years experience at bench & counter 
work; no bad habits; fast, accurate: stain 





—~ “SS 4 y i "eta i io a= “yy “rTrore *< > <c 7 y ns p oN - »O5 <a , *c* ‘ , 
SALESMAN with retail jewelry st locate anywhere ; address, D, 6950, DIAMOND ASSORTER, excellent refer- 


experience, desires position with reli- care of JC- ences, highly experienced, selecting for 
able jewelry store; address, “R, 6910, ee or ual mountings, production, assistant buyer 
care of JC-K. WATCHMAKER,  go00d mechanic ; 15 handle customer jobs; desires good op- 
years fine store; importer, experience: portunity jewelry concern ; address, “Z 
take charge repairs, estimating, sales; 6946," care of JC-K. 
New York City, Long Island, Suburbs; 
“YDpDr Te , , address, “S, 6889,” care of JC-K. = = 
EXPERIENCED WOMAN, used to of- ee JEWELER, long experience; platinum 
fice routine; 10 years in previous CHAIN STORE MANAGER: every at- stamped jewelry, light specials, repair- 
position; immediately available: ahr tea pm class time sleep pro- ng as —, rings, byt we 
Tt 4 r ra ss cedure ;: Jersey preference, Essex Countv wishes OSITION ; aqaaress, ee Va Ps 
New York Area; address, “E, 6899, or proximity ; oo 55: $10,000 mini- GASTON. 104 W. 74th St., New York 
care of JC-K. mum; address “S, 6919," care «of JC-K. oe 


ORDER BLANK FOR CLASSIFIED ADS 


ALL ORDERS: CASH IN ADVANCE 

















Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. Under the Heading of _ place the Following ad 
Philadelphia 39, Pa 


Please check if box No. wanted [] | Name (Please Write Plainly) 


Enclosed is Check [] or Money Order [] } Street 











JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1961 





VERY CAPABLE Swiss and American 
watchmaker; middie age; capable as- 
suming full charge; desires position 
with good store only; can furnish best 
ee: address, “S, 6938,” care of 
JC-K., 





ESTATE JEWELRY SALESMAN: envi- 
able merchandising knowledge retail 
diamond business; exceptionally crea- 
tive handling red carpet clientele; 
finest reference; middle age: confiden- 
tial; address, “S, 6947,” care of JC-K. 





EXECUTIVE, attractive lady, 36; R. 
J., C. G.; desires position with 
travel; familiar with all phases of 
fine jewelry and gift lines; excel- 
lent in display and merchandising; 
minimum $12,000; address, “L, 
6948,” care of JC-K. 


PRODUCTION COORDINATOR: sound 
background production control, sched- 
uling, purchasing, inventory: diamond 
ring manufacturing; enterprising young 
man, supervisory ability: seeks chal- 
lenging position; address, “B, 6874,” 
care of JC-K. 


TOP DIAMOND & WATCH SALESMAN. 
experienced in all phases credit jewelry 
business, desires connection as working 
partner; share of partnership to come 
from profits; presently employed as 
manager at $15,000; address “K, 6917,” 
care of JC-K 


TOP NOTCH creative diamond and watch 
salesman; 30 years experience credits. 
collections, merchandising and window 
trim; age 5, college graduate : present- 
ly employed as manager for credit chain 
at 312,000 per year; desires change: 
address, “K, 691 1.” care of JC-K. 


WATCHMAKER, 2 years experience: 
light jewelry repairs and ring sizing: 
can do automatic, calendars, railroad. 
ets have all tools including Watch- 
master and engraving machine: age 
14, married 2 children : H. 1), 
VICKERS, Box 9, Rusk, Texas 


- 
‘ 


ACCOMPLISHED SALESMAN experi- 
enced retail management and wholesale 
(traveled) University graduate. GIA 
diamond training, capable appraiser : 
creative, adaptable, intelligent, versa- 
tile married, children, 38, seeks 
chang: address, “LL, 6891." care of 


JC-Ix 


“RIGHT HAND” MAN: sales. manage- 
ment or supervisory capacity ; thorough 
knowledge retail jewelery business : pres- 
ently employed, will relocate: none 
but “solid” and “firm” propositions 
considered; please advise all detuils 
regarding opening; address, ‘“‘K, 6923.” 
care of JC-K. 


AGGRESSIVE, YOUNG MANAGER.- 
SALESMAN, available; incomparable 
oth Ave., Madison Ave., 47th St. New 
York background; excellent knowledge 
cultured pearls wholesale-retail level: 
seeks challenging connection with an 
A-1 firm of repute; excellent references :‘ 
personable, neat, possess a flair to 


create from within; address, “P, 6086,” 
care of JC-K. 


RETAIL MANAGER, college graduate. 
American Gem Society member; mar- 
ried, unexcelled comprehensive retail 
and manufacturers representative ex- 
perience with international foreign 
firms ; skilled in converting sub-marginal 
stores into profitable investments ; borax 
or fine; prefer fine old store: con- 
cerned about tomorrow-today: resume 
on request; address, “C, 6935,” care of 
JC-h 
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A DREAM COME TRUE for anyone 
looking for hard working, personable, 
young executive with enough years in 
jewelry business to fit into any capa- 
city: my experiences as a watchmaker 
and diamond cutter has given me an 
extensive knowledge in these fields; my 
years behind the retail and wholesale 
counter and as a highly regarded man- 
ager of a large volume _ installment 
chain store, selling everything, has 
given me unlimited experiences; how- 
ever, I know too much about our busi- 
ness to stay with a poor paying 
organization; N. Y. C. is my home but 
I’m not averse to moving; address, “B, 
6939,” care of JC-K. 


vt 


‘LINES WANTED 


SALESMAN, Florida resident, wants one 
strong line or good sideline, direct to 
retailer for Florida and nearby states; 
address, “L, 6859,” care of JC-K. 








SALESMAN: seasoned, able, good follow- 
ing, West and Southwest ; prefer 
established line with draw: no promo- 
tional lines please; address, “R, 6901,” 
care of JC-K. 





FOR WEST COAST: very well established 
salesman with excellent clintele seeking 
top 14K gold charm line; excellent ref- 
erences; only top line, with com- 
mission: address, “K, 6913," care of 
JC-K. 


EXPERIENCED WEST COAST repre- 
sentative, with well established follow- 
ing to wholesale jewelers; Denver, 
Colorado west: wants competitive top 
line of stone rings, mountings; address, 
“G, 6934,” care of JC-K. 





SALESMAN, established, with large 
volume 14K _ jewelry line, seeks 
companion line of diamond jewelry 
or loose diamonds, for volume ac- 
counts, West Coast; address, “*H, 


6915,” care of JC-K. 








YOUNG, AGGRESSIVE, AMBITIOUS, 
Diamond ring salesman; covering 
Middle Atlantic States for nation- 
ally known ring firm last LO vears; 
highest references; will deal with 
principals only; will relocate; 


**6843,”" care of JC-K. 


SALESMAN; diamond, stone, wedding 
rings, charms, watch lines, cata- 
logue lines, etec.; wants one good 
major or several lines; covers Mid- 
dle Atlantic States for many years; 
all worth while propositions will be 
considered; address, “6842,” care 
of JC-K. 


HIGHEST RANKING ACE REPRE- 
SENTATIVE AVAILABLE AT 
ONCE; covering the entire East 
from New York to Michigan, travel- 
ing over 30 weeks a year seeing 
wholesalers, discount houses, large 
retailers, credit stores, dept. stores; 
have personal contacts with all buy- 
ers; can use lines such as 14K gold 
jewelry lines, diamond, platinum, 
watch & clock lines, charms; if you 
have a good line, please contact 
me at once; this is an excellent op- 
portunity for a strong representa- 
tive who is rated as the most dy- 
namic business builder in the East; 
commission basis; address, “I, 


6908,” care of JC-K. 











SIDE LINES 


SALESMEN calling on volume users and 
stores with nationally known mens 
jewelry line; high commission; all ter- 
ritories open; address, “B, 6920,” care 
of JC-K. 





MANUFACTURER of higher priced 
custom watch bands, wants men now 
calling on better jewelers; small line 
high commission; excellent as second 
line: JACK LAUFER, 206 Seventh, 
Brooklyn 15, N. Y. 





NEW PATENTED solid gold finding for 
better stores: most territories open 
very high commissions; has been sold 
only in the East to date and very 
successfully; address, “S, 6951," care 


of JC-K. 





SALESMAN calling on better stores to 
present outstanding line of sterling 
silver personalized jewelry and novel- 
ties: established firm; state territory ; 
address. LEONORE DOSKOW, INC., 
Montrose, New York. 








SALESMAN for Midwest to represent 
established manufacturers 10K gold 
ring line: ladies, mens, misses, boys 
and babies colored stones and signets: 
selling to wholesalers ; commission 
basis: write, LOUIS BLEIBERG, 30 
Court St., Newark, N. 





SALESMAN; Southern territory; pop- 
ular priced watch bands to whole- 
salers and jobbers; state experience 
and references; write, GLEN 
CORP., 22-14 40th Ave., Long Is- 
land City 1, N. Y. 





DIAMOND RINGS; opportunity for 
salesmen with established follow- 
ings to sell wide assortment at very 
substantial savings to customers; 
for further information write, “G. 
6926,”’ care of JC-K. State experi- 
ence and give references. 


HELP WANTED 


FIRM IN SWITZERLAND seeks a rep- 
resentative well introduced in the 
watch and jewelry field; address, “V, 
6896.” care of JC-K. 


JEWELRY REPAIRMAN; able to do 
some makeup and diamond setting 
M. E. KANISS, 410 Fla. Natl. Bank 
Bide., St. Petersburgh, Fla. 





MANUFACTURING JEWELER; all 
around man, permanent; East Coast 
Florida: excellent opportunity for right 
man: address, ““W, 6945,” care of JC-WK 





WATCH, JEWELRY, STONE SET MAN; 
have space in new store; top location; 
real opportunity in fast growing area; 
write, P. O. BOX 1845, or Phone EDi- 
son 2-6633, Fort Meyers, Florida. 





JEWELER AND/OR SETTER: special 
order, repair and production; capable 
of supervising fully equipped shop; 
owner wishes to retire soon; address, 
“H, 6941,” care of JC-K. 
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JEWELER OR COMBINATION JEWEL- 
ER AND WATCHMAKER for better 
type store in W. Central Ohio; steady 
job; give experience in reply to “K 
6907,” care of JC-K. 





JEWELER OR 
KLER AND 
hour week: 

MIDWEST JEWELERS, 
er, Oklahoma City, Okla. 


COMBINATION JEW- 
SETTER: position, 40 
also apprentice or trainee 

1016 N. Walk- 





MANAGER; to purchase interest in 
and operate large modern jewelry 
store; central Penna.; $10,000 re- 
quired; reason—present owner has 
other business interests; address, 


“DPD, 6902,” care of JC-K. 


“ATCHMAKER;; thoroughly experienced ; 

top caliber man; excellent opportu- 

nity and salary for right man: Ft. 

Lauderdale, Florida, department store 

immediate relocation ; address, “3 
; care of JC-K. 


6956,” 


JEWELER & DIAMOND SETTER for 
one-man shop in top grade retail store 
permanent position, good salary, hospi- 
tal insurance address, J. RALPH 
TOBIN & SON, 204 S. 6th St., Sprine- 
field, Illinois. 


ANAGERS for fine jewelry departments 
in New York, Penna. and Florida areas: 
several openings in new stores for men 
with retail selling or managing back- 
grounds; write experience and salary 
earned to “P, 6931,” care of JC-K. 


JEWELER-SETTER, for established re- 
tail store, upstate New York; perma- 
nent position for capable man; friendly 
working conditions and os cio 
clientele; JAY JEWELRY, 315 
St., Schenectady, N. Y. 





MANAGER, for 
chain, New 
incentive plan with 
tee; all benefits; good opportunity for 
an aggressive, sales minded man: ad- 
dress, ““T, 6844.” care of IJC-K 


retail credit 
Metropolitan Area; 
minimum guaran- 


expanding 
York 





ASSISTANT MANAGER for 
busy down town store: excellent op- 
portunity for energetic young man with 
er around ret . je »welry experience 
write, P. B. LEVY, INC., 146 Halsey 
St. Newark, N. J. 


SALESMAN, 





ANUFACTURER or paper jewelry and 
novelty boxes has openings for Phila., 
Los Angeles, Dallas and surrounding 
territories; can have kindred lines: 
commission basis: address, (’, 6900,” 
eare of JC-K 





OPPORTUNITIES for manager & as- 
sistant, salesman & = salesladies, 
bookkeeper & repair estimator; for 
BUSCH & SONS JEWELERS, Est. 
1880; new store in Newark, N. J.: 
phone MR. BUSCH or MR. LA 
POUR at REdwood 6-1131. 


DIAMCND APPRAISER, with long ex- 
perience in the market in diamond and 
colored stone prices: excellent salary 
and benefits: must have good appear- 
ance and personality: write background 
and current earnings in confidence to 
“M, 6930,” care of JC-K. 





know all 
late 30's, 


WANTED: MANAGER; must 
phases credit jewelry store; 
early 40’s; right party can buy into 
locally owned midwest store; in busi- 
ness 25 years; doing $150,000, 100% 
location: salary, bonus: address, “L, 
6940,” care of JC-K 


204 


MANAGER, CREDIT JEWELRY 
STORE: Ohio City, 300,000 population ; 
must be top salesman and understand 
the credit jewelry business from A to 
7,. no chain: excellent salary plus profit 
sharing plan; real opportunity; write 
for personal interview; confidential; 
address, “M, 6905,” care of JC-K 








permanent position 
Pacific Northwest 
80 years; would 
rating and abil- 


WATCHMAKER;: 
open in reputable 
store established over 
prefer Certified Master 
ity to do iight jewelry repairs and set- 
ting: top salary for right man; please 
send references and snapshot; address, 
“T 6912,” care of JC-K. 





SALESMEN with established territory 
for the Midwest & West Coast to 
earry a popular priced gold ring 
line and diamond line; commission 
and drawing; state experience, ter- 
ritory and references; SCHWARTZ 
JEWELRY CO., INC., 850 Elk St., 
Buffalo 10, N. Y. 


REPS & JOBBERS WANTED for line 
of museum jewelry reproductions; 
SEE OUR AD ON PAGE 50; firm 
is established high volume seller in 
giftware and department stores; 
write giving complete information 
to AUSTIN PRODUCTIONS, 1615 
62nd St., Brooklyn 4, N. Y. 


SALESMAN, familiar with watch repair- 
ing and retailing, to travel East Cen- 
tral states for leading equipment manu- 
facturer with multi-product line; no 
sidelines: must be bondable; incentive 
commission plan should bring 5-figure 
income to right man: territory pro- 
tected; write Air Mail to ‘‘B, 6855,” 
eare of JC-K. 


jewelry salesmen; 
following; sell ex- 


AMAZING LINE for 
retail jewelry store 
clusive, patented Vari-Gem ladies’ & 
Gents’ gold stone ring line with inter- 
changeable stones: compact line; ex- 
cellent commission; territories open: 
Ohio, New England: write, DAVID 
PFEFFER CoO., INC., 106 Fulton St., 
New York 38, N. Y 








SILVER SALESMAN to sell estab- 
lished, quality line of silverplated 
hollowware; covering Illinois, Indi- 
ana & Southern Wisconsin; good 
territory, good accounts in depart- 
ment store and retail jewelry fields; 
commissions; write giving experi- 
ence, qualifications and references 


to P. O. Box 931, Meriden, Conn. 


WE HAVE AN OPENING for an ag- 
gressive sales manager in one of 
our retail stores in the Midwest; 
good salary, bonus arrangements, 
hospitalization and good opportu- 
nity for advancement to supervisory 
area for a man who is not afraid 
of hard work and who is a good 
producer; address, “S, 6949,” care 
of JC-K. 


—————————— 


SALESMEN: a leading watch com- 
pany with nationally advertised 
products will have openings in 
January in a few valuable terri- 
tories; highest caliber salesmen 
only; your answer will be seen only 
by top executive and will be held 
in highest confidence; write, MR. 
S., P. O. BOX 94, Gracie Station, 
New York, N. Y. 


| 
| 
| 
| 





TRAVELING MEN PAY YOUR TRAV- 
ELING EXPENSES! selling one 
item; non-conflicting line to jewel- 
ers, syndicates and dept. stores; no 
samples to carry, sell from photo 
illustrations; can earn $150 to 
$200 a week or more; we sell na- 
tion wide; contact D, L. DORF- 
MAN, 462 Boylston St., Boston 16, 
Mass. 

BETTER JEWELRY BUYER; opportu- 
nity in a major department store in 
the south for a man with several years 
of successful experience in buying bet 
ter jewelry; this man will also be re- 
sponsible for sales and manage the 
departments; should be a good citizen 
and auietly aggressive; send complete 
resume to, “L, 6924," care of JC-K; 
all sectioned will be nants ential 








REPRESENTATIVES WANTED: es- 
tablished aggressive representatives 
for sales organization serving re- 
tailers and jobbers wanted for our 
popular priced good repeat line of 
chrome plated and 24K gold plated 
giftware; rearranging territory; 
reputable factory; please send re- 
sume; territory regularly covered; 
reply in confidence; write “A, 


vienna ‘are of an -K. 


"ATCHMAKERS and iiiatiiiiaieates man- 
agers: openings in leased watch & 
jewelry repair departments in leading 
department stores throughout country 
old established company seeking only 
men interested in permanent positions: 
excellent working conditions: group 
health plans; profit sharing and 

sion plan: state age, experienced; ; 
dress, PEOPLE’S WATCH RE PAIR 
CO., 245-23rd St., Toledo 2, Ohio 





————_—_ 


DIAMOND RING SAL ESMEN nenied 
with fine retail following; estab- 
lished accounts: excellent line of 
complete diamond rings, wedding 
rings and diamond ring sets; also 
hand engraved wedding rings; all 
territories open at present; $30,000 
earnings possible to right man; 
send complete resume; all inquiries 
confidential; address, “R, 6741,°’ 


rare of JC-K, 


DIAMOND SALESLADY 
portunity for experienced, mature dia 
mond saleslady to sell medium and 

quality diamond merchandise, as 

as gold jewelry, pearls and 
watches: women have occupied posi- 
tions in our organization usually held 
by men in better jewelry stores: if you 
are a persuasive with a _ successful 
record in diamond sales, but not prop- 
erly paid or recognized, eall SAMUEL 
GORDON & COC., Cravens Bldg., Okla- 
homa ced Oklahoma, or write 


; exceptional op- 





WATCHMAKERS and estimators, for re- 
pair departments in retail department 
stores: natio .al org: inization connected 
with one of he largest retail depart- 
ment chains in the country; employee 
discount, group hospitalization plan; 
excellent future for person with pleas- 
ing personality and willing to assume 
responsibility; positions open in the 
East, South, Midwest and Southwest: 
address, “Circular Box 356,” 360 
Michigan Ave., Chicago, Illinois 


SAL ESMAN; West Coast representa- 
tive with following among chain 
and retail stores wanted for nation- 
ally known manufacturers line of 
ladies and mens completely mount- 
ed diamond rings, bridal sets, pen- 
dants, pins and pearl rings; all 
sales and promotion aids; non-con- 
flicting line O. K.; address, S. REI- 
MAN & SONS, 64 W. 48th St., New 
York 36, N. Y., or P. SILVER- 
STEIN, 2201 Sacramento St., San 


Francisco, Calif. 
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JEWELRY STORE MGR.; unusual 
opportunity for one with a success- 
ful record in jewelry merchandising 
to become a key man in Southern 
Ohio’s largest and expanding jew- 
elry chain; must have a_ proven 
salesmanship record, know credit 
and collections; salary and bonus 
completely open; enclose snapshot 
and brief resume; all applications 
will be treated in strictest confi- 
dence; write JACK A, GETZ, 
PRES., GETZ JEWELERS, 7th & 
Vine Sts., Cincinnati 2, Ohio. 


a a 





SALESMAN WANTED from coast to 
coast to represent exclusive 14K line; 
no draw; 15% commission paid 10th 
every month for merchandise delivered 
during that month: line consists of 50 
charm chains, 15 keyholder chains, 36 
watch attachments (11 of which were 
never made before), 28 lockets exclu- 
sively ours, 28 disc charms, 18 brooches 
and pendants, 6 men’s key chains, 12 
tie bars, 6 tie tacks and cuff links; we 
own watch company in existence in 
USA for 50 years; 30 samples in the 
line; either one or both lines are avail- 
able; we want a man who can sell at 
least $50,000 a year; address, “H, 
6937," care of JC-K. 





CREDIT JEWELRY STORE MAN. 
AGERS AND SALESMEN; large 
growing Eastern Credit Jewelry 
store chain with stores in North- 
east and Florida has openings for 
experienced jewelry store managers 
and salesmen; excellent § training 
program for salesmen who aspire 
to managerial positions; good sal- 
ary, pension plan and other bene- 
fits; if you are ambitious and de- 
sire to get ahead write S. W. RU- 
DOLPH, RUDOLPH’S DEPEND- 
ABLE JEWELERS, 541 S. Clinton 
St., Syracuse, N. Y. 


GORDON’S JEWELERS NEEDS 
STORE MANAGERS WITH 
JEWELRY EXPERIENCE; G 
don’s has 93 stores in Florida, 
Texas, Louisiana, Arkansas, Ala- 
bama, Arizona, Mississippi, Tennes- 
see, New Mexico and Puerto Rico; 
many new stores are already under 
construction for 1961 opening; 
many more planned; we need good, 
hard working men with retail ex- 
perience for future supervisors and 
zone managers: must be willing to 
relocate; excellent salary arrange- 
ment with exceptional chance for 
advancement; company benefits in- 
cluding Gordon’s famous Profit- 
Sharing Plan: write or call for per- 
sonal interview in strict confidence; 
MR. JAY COHEN, GORDON 
JEWELRY CORP., 600 Stewart 
Bldg., Houston, Texas; Telephone 
CA 2-2345. 


FOR SALE 
Stores, Stocks and Businesses _ 


a 


OLD ESTABLISHED jewelry store; stock 
& fixtures estimated $7,000-$8,000; 
Ww estchester County, N. Y.; address, 
“H, 6955,” care of JC-K 





$20,000 BUYS classy jewelry store in 
San Diego area; established 1956; 1961 
gross _* 000; address, “M, 6944,” care 
of JC-K 


JEWELERS’ CIRCULAR-KEYSTONE, SEPTEMBER 1961 











JEWELRY DEPARTMENT in Riverside, 


Calif., 
small ; 
tures furnished by store; 
6958,” care of JC-K 


department store; inventory 
must sell in hurry—illness; fix- 
address, ‘“H, 





FLORIDA GOLD COAST: established 
credit & cash; A-l location; unlimited 
opportunities for promotional minded 
operator; retiring; address, P. O. BOX 
1015, MIAMI 1, FLORIDA. 





IN SUNNY FLORIDA; for competent 
watchmaker only; watch store and 
mail order watch repair; also furnished 
house; write for particulars and pic- 
ture to “S, 6904,” care of JC-K. 





JEWELRY STORE, oldest and most re- 
liable; located growing north Florida 
City, 10,000 population; good business, 
schools and churches; owners want to 
retire; cash sale only; for particulars 
write, “S, 6870,” care of JC-K. 





MODERN JEWELRY STORE, best in 
city of 7000, large factories; will sacri- 
fice, leaving city; between $10,000 & 
$15,000; going business; carpeted and 
air conditioned; address, “T, 6932,” 
care of JC-K 





JEWELRY STORE; fabulous Las Vegas, 
Nevada, downtown; stock and fixtures 
approximately $30,000; excellent re- 
pairs; $50,000 to $60,000 gross; other 
interests; address, ““‘W, 6897,’ care of 
JC-K. 





JEWELRY STORE; central Penna.: 
established 1858; outstanding rep- 
utation; best lines, excellent poten- 
tial; good lease; reason for selling 
—to settle rs essamnin a 
6903,” care of JC-K 





JEWELRY STORE in Eastern New 
York State; conducted very suc- 
cessfully for the past 24 years as 
a cash and credit business; owner 
wishes to retire; write JOHN W. 
MAC MURRAY, 9 John St., Hoosick 
Falls, New York. 





FINE JEWELRY STORE with extensive 
gift department; cash and installment 
sales in growing industrial city East- 
ern Virginia; have franchises all major 
lines of silver, watches, china, crystal; 
established 38 years; owner retiring; 
address, “J, 6772,” care of JC-K. 


rr 


SMALL JEWELRY STORE; ideal for 
watchmaker and wife; modern fixtures; 
clean stock; established 1950; retiring, 
ill health, doctors orders; inventory 
and fixtures $10,000: DAHL JEWEL- 
RY STCRE, Peterborough, New Hamp- 
shire. 





SOUTHERN CALIF.; 
tablished 20 years; wonderful year 
round climate; good lease; good loca- 
tion; fine business for watchmaker & 
wife; sacrifice price $15,000; poor 
health reason for selling; address “B, 
6942,” care of JC-K. 


jewelry store; es- 





JEWELRY STORE established 13 years 
in Santa Barbara, Calif.; for sale or 
lease, $175 per month with living 
quarters in rear of store; inventory 
approx. $1500; fine business for watch- 
maker & wife; address “H, 6927," care 
of JC-K. 





MODERN JEWELRY STORE; 4 major 
watch lines and other nationally ad- 
vertised brand goods; sizeable repair 
business, railroad inspector; ideal for 
watchmaker and clerk; inventory and 
fixtures approx. $29,000; Yellowstone 
Park 56 miles: excellent trout fishing ; 
JACK C. ROBB, Livingston, Montana. 





100 PERCENT LOCATION ; largest shop- 
ping center in town; industrial & 
recreational center of Eastern Okla- 
homa: new stock and fixtures, no dead 
stock; approx. $30,000; will pay out 
in one year, more repair than you can 
handle; reason for selling, going into 
the manufacturing business; address, 
“R, 6922,” care of JC-K. 





ESTABLISHED JEWELRY 


excellent 
22 


LONG 
STCRE, cash and charge; 
location in San Fernando Valley, 
miles from Los Angeles; sterling lines, 
good repair business ; will sell with or 
without merchandise; small down pay- 
ment to responsible party; owner re- 
tiring: excellent for couple; MAR- 
SHAL L’S, 1023 San Fernando Road, 
San Fernando, Calif. 


FOR SALE 
Tools, Equipment 


MASTER Watchmaker’s complete bench 
lathe, drill press, cleaning and polish- 
ing machines, large flexo crystal cabinet 
materials: $700; write, ED GAYNOR, 
Box 253, Goshen, New York. 


BUSINESS OPPORTUNITIES 


CONSULT M. Y. FINKELMAN, 29 E. 
Madison, Chicago; since 1923 highest 
cash prices paid for diamonds and all 
ether jewelry stocks. Call collect DEar- 
born 2-3407; reference, your bank. 





AUCTIONEER: honest, capable, reliable, 
experienced; write or call for terms 
and references; W. C. HALES, 158 N. 
Adams, Lebanon, Mo. Phones, office, KE 
2-2741; Res. KE 2-3998. 











BRILL AND COLMES, auctioneers- 
sales specialists; 45 West 45th St., 
N. Y. C., over 35 years’ successful 
retail or auction sales for jewelers 
throughout the country; highest 
references; see our ad, page 176. 





WILSON SALES SYSTEM; 106 Thornton 
St., Albany, N. Y.; promotional liquida- 
tion estate sale; specialists since 1919; 
over 2000 jewelers have used our serv- 
ices; buy stores for cash; write, wire 
or telephone, Albany, HObart 5-1103. 





SALES-BOOKING NOW) personal serv- 
ive; consignment goods; best refer- 
ences; go anywhere; lowest terms; ex- 
perienced; results guaranteed; YOl 
must make money ; must come 
out on top HARRY I. JACOBS, 
JACOBS PROMOTIONS, 226 S. W. 5th 
Ave., Miami, Florida; FRanklin 4-9363. 
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JEWELERS’ SALES SERVICE, the 
oldest in the West; AUCTION-AC- 
TION-flat or promotional; 25 years 
sales experience; your reputation 
protected; new inventory on memo; 
we pay cash for stores or stocks; 
PHONE, WIRE, WRITE: JEWEL- 
ERS SALES SERVICE, 512% S. 
Main St., Los Angeles 13, Calif.; 
MAdison 6-0828; WEbster 1-9521. 





DEALERS LIQUIDATION SERVICE: 
The West Coast’s largest specialists 
in AUCTION—ACTION—PROMO- 
TIONAL— CLOSEOUT — RETIRE- 
MENT SALES; cash buyers of 
entire inventories and estates; for 
information at absolutely no ob- 
ligation, PHONE—WIRE—WRITE 
to DEALERS LIQUIDATION SER- 
VICE, 742 N. Highland, Los An- 
geles 38, Calif.; OLdfield 6-2839. 


MARTY MILES SALES INC.; guar- 
antees quick action-cash profits; 
our service costs you nothing; tes- 
timonial fetters from hundreds of 
jewelers prove the cost of each sale 
is turned into a profit by terrific ex- 
tra volume of sales profit-wise our 
efforts produce for you; every sale 
is carefully analyzed; planned in 
advance and is under constant su- 
pervision of our extensive staff; 
you can afford the best; write, wire, 
phone, MARTY MILES SALES, 
INC., 7740 S.W. 29th, Miami, Fla. 


DO YOU WANT TO SELL YOUR 
BUSINESS? DO YOU NEED CASH? 
We will pay cash or conduct a flat 
or supervised auction sale; we have 
conducted over 1000 sales in the 
past ten years alone; do not accept 
less than 100c on the dollar for 
your inventory, accounts, or fix- 
tures; WRITE... WIRE... CALL 
COLLECT . « « we will come to see 
you in your store at our expense; 
you are under no obligation; SIL- 
VERMAN SALES ENTERPRISES. 
980 Fifth Ave., New York, N. Y. 
Tel. PLaza 7-4693. 


WILL PAY $10.00 FOR COPY OF 
THE JEWELERS’ DICTIONARY. 
Published by JEWELERS’ CIRCU- 
LAR-KEYSTONE, second edition: 
URGENTLY NEEDED; reply at 
once to Box “6959,” care of JC-K. 


USED CASTING equipment and moulds 
reguired by Los Angeles ring manu- 
facturer; also benches, rollers, polish- 
ing machine, etc.; please state condi- 
tion and price; address, “R, 6918,” care 
of JC-K. 





OLD GOLD AND JEWELRY WANTED: 
cash immediately for surplus stock, odd 
lot items; we also pay highest. prices 
for gold, silver and platinum scrap, 
gold coins, diamonds, gold filled, etc.: 
for full particulars, write, WILMOT’S. 
1067 AD, Bridge, Grand Rapids 4, Mich. 
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PLATINUM SCRAP WANTED: $3.00 
per dwt; I1SK_ gold, $1.22 per dwt; 
14K, 95c; 10K, 6Sc; silver 65c per oz; 
bonus prices for gold filled; ship at is, 
we'll segregate; L. E. SIMMONS RE- 
FINING CO., 440 N. Orleans St., Chi- 
cago 10, Ill. 





TOOLS WANTED TO BUY: engraving 
machine—New Hermes Model G-tx 
Standard or G-tx Super for engraving 
large trophies and making name plates; 
write, SAMUEL GORDON & CoO., 515 
Cravens Bldg., Cklahoma City 2, Okla. 





SELL ‘EM TO CEL-MAX FOR QUICK 
CASH! Top prices for trade-in watches, 
jewelry, old gold; money by return 
mail for all makes and models in 
trade-in watches in any quantity; all 
shipments held intact for your ap- 
proval; ref. Dun & Bradstreet and Na- 
tional fank of Commerce; Cel-Max, 
Inc., 582 S. Main St., Memphis, Ten- 


nessee. 





NEED CASH? READ THIS: Reason 
why | pay up to 25% more than 
others for diamonds, watches or 
anything around store, I have a re- 
tail store and manufacturing shop; 
will give much more than scrap 
gold price for old mountings, ete, ; 
check mailed same day; if not sat- 
isfactory will return insured pre- 
paid; get my offer first; one of the 
oldest established stores of its kind; 
small amount or entire store; trans- 
actions confidential; references; 
Jewelers Board of Trade, or your 
bank; BROMLEY, 35 Fifth St., 
North, (Bromley Bldg.) St. Peters- 
burg, Florida. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scraps, sil- 
ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K., 
108 Beale Ave., Memphis, Tenn. 





WE BUY DIAMONDS, OLD GOLD, 
ANTIQUES; send us one articie or 
a complete store; we will pay up 
to 25% more than anyone else; 
be sure to get my offer; check 
mailed same day; your mdse. held 
intact for 10 days subject to ap- 
proval; REFERENCES; Fla. Navi 
Bank of St. Petersburg, Jewelers 
Board of Trade; HENRY JEWEL- 
ERS, INC., 462 First Ave., N., St. 
Petersburg, Florida. 





ARE YOU PLANNING TO GO OUT 
OF BUSINESS? You owe it to your- 
self to consult (without obligation) 
America’s oldest, largest and most 
reliable service in cash buying and 
liquidating jewelry stores and 
stocks; write for our free booklet, 
“Dollars and Sense Facts About 
Selling a Jewelry Store.” (See our 
page advertisement) GORDON 
BROTHERS, 38 Bromfield  St., 
Boston, Mass., HAncock 6-3233. 





WE WILL BUY to operate established 
fine quality jewelry stores in se- 
lected cities coast to coast; CHEL- 
SEA WHOLESALE JEWELRY CoO., 
64. > 8 St., New York 36; CIrcle 

5-7 ‘ 








WANT TO BUY established quality 
jewelry store, realistically priced; 
prefer Southeastern states; please 
state approximate inventory and 
lowest price for spot cash; address, 
CHARLES SHANE, JR., 9102 W. 
Bay Harbor Drive, Miami Beach 
54, Florida. 


WATCH WORK ‘ 


RELIABLE TRADE watch repairing; ex- 
cellent service: electronically § timed; 
cases polished; work guaranteed; rea- 
sonable prices; all watches insured; J 
CAPAROQO, 1018 felvoir Road, Norris- 
town, Pa. 





BOSTON, MASS.: expert and guaranteed 
watch repairing; Watchmaster tested 
prompt service; prices on request; mall 
orders invited; DAVID MIGDAL, & CO., 
109-B Summer St., Tel. HU 2-9547., 


MID-WEST’S FINEST TRADE SHOP, 
watch repairs to the trade; 5 days serv- 
ice: low prices: one full year guaran- 
tee: STUDIO WATCH REPAIR SERV\- 
ICE, 20 E. Delaware Place, Chicago 
Lae oem 


WEST COAST, finest watch repair 
shop for the trade; 3 to 5 days 
service; low prices, one year guar- 
antee; watchmaster tested; compli- 
cated watches a specialty; SCHIER- 
ER & SYDOW, 6812 Pacific Blvd., 
Huntington Park, Cal. 


SPECIAL ORDER WORK AN 
REPAIRS FOR THE TRAC 


€ 


# 


JEWELRY repairing: new mountings 
furnished: diamond setting: HAROLD 
JACOBSON, 29 E. Madison St., Chi- 
cago 2, Ill. 


TOP FIFTH AVE. BLDG. at 53rd St., 
approx. 500 sq. ft., 2 windows north; 
air conditioned; suitable for jewelry or 
allied business; PLaza 38-2831, New 
York City. 


¥ Be i, Sea ay 
bee eae 
re 


MISCELLANEOUS . 


WILL PAY $10.00 FOR COPY OF 
THE JEWELERS’ DICTIONARY, 
Published by JEWELERS’ CIRCU- 
LAR-KEYSTONE, second edition; 
URGENTLY NEEDED; reply at 
once to Box “6959,” care of JC-K. 
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ric vs. 


Some wholesale jewelers aren’t quite what 
their name implies. They are wholesalers only 
part of the time. But the “est of the time, they 
are retailers—discount ret .ilers. 

It would be difficult to estimate how many 
millions of dollars worth of retail sales these 
split-function wholesalers divert each year from 
the nation’s retail jewelry stores. In some cities, 
it is said, more than half of the firms which are 
listed as “wholesale jewelers” in the classified 
pages of the telephone book sell over the counter 
to the general public, at prices ranging from 
slightly over the wholesale cost to slightly be- 
low the normal retail price. 

And retail jewelers are not the only division 
of our industry which is injured by this type of 
discount-retailing. Ethical wholesale jewelers are 
also harmed. Many of the latter follow a rigid 
policy of never making a retail sale because they 
think it neither fair nor wise to compete with 
their retail customers. But the good name of 
wholesaling is blackened by the “jobber” who is 
willing to sell to anyone who can meet his price. 

Both retail jewelers and legitimate wholesale 
jewelers, therefore, will be happy to know that 
discount-house wholesalers may be in for trouble 
before long. As reported elsewhere in this issue, 
the Federal Trade Commission is preparing to 
question some of these dubious wholesalers, and 


INS AND OUTS OF FORM 720 


The jewelry business is complex. So it was 
inevitable that a Federal tax upon the retail sale 
of jewelry and related items would be tough to 
administer and thorny for even the best-inten- 
tioned retailer to understand. 

Year by year, a flood of questions arose and 
the Interna] Revenue Service issued new inter- 
pretations of the law. Many IRS rulings were 
published from time to time as they occurred. 
Others were not. 

By now—the tax was imposed in 1941—there 
are nearly two decades of scattered rulings, all 
of which the retail jewelry-seller is supposed to 
know. 

What was needed, JC-K thought, was a guide 
to the tax law itself and to all the regulations and 
interpretations—a handy digest written so far 
as possible in non-technical language—to enable 
retailers to operate intelligently under the law. 
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RETAILING WHOLESALERS 


also their suppliers, to see whether sections of 
the Robinson-Patman Act are being violated. 

Under that law, a supplier who sells to whole- 
salers at a lower price than he sells to retailers 
may give a wholesale discount only for merchan- 
dise which is sold at wholesale. 

This means, for example, that a wholesaler 
who sells 50 per cent of his merchandise at re- 
tail is entitled to a wholesale discount on only 
50 per cent of his purchases. Otherwise, FTC 
has held in the past, he benefits from a discrim- 
inatory discount which is not available to the 
retail vendors with whom he competes in sales 
to the public. 

What are the dimensions of these unwarranted, 
preferential discounts in the jewelry industry? 

The Federal Trade Commission has begun to 
size up the situation. It has asked manufacturers 
about the types of discount which they extend 
to wholesalers. And it has asked wholesalers 
about the discounts they receive and the propor- 
tion of their sales to retailers and to the general 
public. 

Fortunately, the Federal Trade Commission has 
power to enforce answers to its inquiries. The 
great majority of the jewelry i::dustry, retailers, 
wholesalers and manufacturers, have cause to 
wish FTC every success in its investigation. 


The digest, starting on page 90 of this issue, 
should serve that purpose well. It has been care- 
fully prepared, over a period of many weeks and 
in consultation with Internal Revenue personnel, 
by Bernard N. Burnstine, who was executive 
vice chairman of the Jewelry Industry Tax Com- 
mittee for many years. 

Certainly, you and your staff will benefit from 
giving careful attention to this digest, as sec- 
tions of it are published in this and future issues 
of JC-K. By knowing exactly what items and 
services are tax-exempt, you will spare your 
customers the cost of a tax that need not have 
been charged. And by knowing exactly what 
items are taxable, you will save yourself from 
the danger of a penalty for under-payment. 
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BENRUS 

UNCONDITIONALLY 
GUARANTEES 

EVERY WATCH 

FOR 3 

FULL YEARS! 


Benrus massive Fall campaign 
will help you sell more 
watches profitably 


BENRUS 


WATCHWORD FOR 
QUALITY...VALUE...INTEGRITY a ae ae 


nine lives, too, because Benrus 
Above STYLE kad PROFITS watches are built to 
last...and last and last! 
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by Oneida Ltd. ‘Siveramithe 


New Solid Cherry Chests 


Style Coordinated With Famous 
Heywood -Wakefield Furniture 


Now, Oneida Silversmiths offers another high style, 
top value feature to help you sell more 1881 @ Rogers 
@* Silverplate. 2 new solid cherrywood chests, skill- 
fully style coordinated with famous Heywood-Wake- 
field furniture, are available with large unit services. 


Kach chest is shipped with dramatic hookover display 
card, calling your customer's attention to the outstand- 
ing value of the silverplate and to the Heywood-Wake- 
field theme. Choice of Flirtation, Proposal or Lilac Time 
patterns in either chest. And, remember, 1881 ®@ Rogers 
® Silverplate is the line sold exclusively through fran- 
chised dealers! 
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ONEIDA SILVERSMITHS | 


Makers lof fine Sterling, Silverplate, Stainless and Melamine Dinnerware | 
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© SILVERPLATE! 





Cherry Studio Chest 
Included with 50-Piece Service 
for 8 at $59.95 
(In gift box $49.95) 


Cherry Drawer Cabinet 
Included with 
55-Piece Service at $74.95 
74-Piece Service at $89.95 
. 79-Piece Service at $94,95 
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